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Study Shows Ads 
Get New Niche in 
Comics Sections 


New York, Feb. 10—A perky, 
provocative study—notable as the 
first motivation job on Sunday 
comics readers and also for some 
candid evaluations of the medium 
—has been brought out by Metro- 
politan Sunday Newspapers. 

“People dislike the notion of 
advertising in the comics section,” 
but, the study found, there is “ac- 
ceptance, resignation and a rather 
vivid awareness” of this ad 
medium. 

“The Sunday comics section is 
a fantasy medium,” according to 
the report, prepared by Social Re- 
search Inc. “The readers go into 
it with a special set of expecta- 
tions, wanting to turn away from 
actual reality to amusing or excit- 
ing versions of it. They tend to de- 
fine advertisements as a part of 
that outside world which they 
want to avoid; this makes them 
an intrusion. 

“There is some greater wariness 
of advertising in the Sunday com- 
ics than in other media, because 
the kind of attention given to the 
comics section has a willing, ab- 
sorbed quality. In a sense the 
readers feel they are more likely 
to be beguiled by ads in the com- 
ics section. They find it hard not 
to pay attention to them. Quite 
commonly people find they have 
begun to read an ad almost before 
they are aware of it.” 


® As for “acceptance, resignation 
and a rather vivid awareness”: 
“Because of the wish not to have 
advertising hamper enjoyment of 
the comics, there is probably a 
(Continued on Page 69) 


Garden Guild Head 


Said Some Ad Claims , 


Untrue, Court Told 


St. Louis, Feb. 11—The govern- 
ment completed its case against 
John T. Southwell on 22 counts 
of mail fraud in federal court here 
yesterday with testimony that the 
defendant once conceded some of 
his advertising claims might not 
be “literally true.” 

Harry W. Riehl, manager of the 
Better Business Bureau of St. 
Louis, said Mr. Southwell made 
the statement to him when the 
bureau investigated complaints by 
dissatisfied customers who had 
bought “blue roses” and “Roses of 
Shangri-la” sold by his Garden 
Guild of America. 

Mr. Riehl, appearing in the fifth 
day of the case, testified Mr. 
Southwell promised to correct mis- 
leading advertising but failed to 
do so. The BBB official followed 
numerous dissatisfied customers to 
the witness stand. 


® Mr. Southwell, who made elab- 
orate advertising claims for his 
“blue rose” and “Rose of Shangri- 
la,” received as many as 50 com- 
plaints daily, a witness at his trial 
before Federal Judge Roy W. Har- 
per in U. S. district court here tes- 
tified. : 

Mr. Southwell has been accused 
by the government of using the 
mails to defraud. 

The witness, Vera Gibson, 
Mr. Southwell’s former office man- 
ager, said he instructed her to give 
refunds only to “organizations” 
which complained and not to in- 
dividuals. 

Miss Gibson, now a Chicago res- 
ident, said the defendant began 
offering $2 memberships in his 
Garden Guild of America after 
the Better Business Bureau here 
made complaints that the guild 

(Continued on Page 8) 


FCC Turns Down Zenith Bid for Immediate 
Subscription TV; Opens Way for Discussion 


WASHINGTON, Feb. 11—The Fed- 
eral Communications Commission 
today turned down Zenith Radio 
Corp.’s request for immediate ap- 
proval of subscription tv service, 
but took the first steps toward full 
public discussion of the problem. 

On the grounds that subscrip- 
tion tv represents a fundamental 
change in established telecasting 


Kraft Promotes 
Four, Revamps 
Marketing Setup 


Cuicaco, Feb. 10—Kraft Foods 
Co., whose management structure 
has kept sales and advertising for- 
mally separate until now, will 
have a combined structure as a 
result of top management changes 
made this week. 

In the most significant of these, 
John H. Platt, v.p. in charge of 
advertising and public relations, 
was named senior v.p. of the com- 
pany. In his new position, he will 
be responsible to J. C. Loftus, 

(Continued on Page 69) 


methods, the commission said it 
would not be appropriate to let 
Zenith go ahead until the public 
has had an opportunity to com- 
ment on all phases of the problem. 

To bring the issue to a head, 
the commission invited written 
comments by May 9 on legal, 
factual and public interest con- 
siderations involved in approval 
of subscription tv. After June 9— 
when answering comments are 
due—the commission will decide 
on the next steps, presumably 
public hearings and demonstra- 
tions. 


# Though subscription tv has been 
on an experimental basis for about 
five years, the first official request 
for its commercial use reached 
FCC in November, when Zenith 
and Teco Inc., an affiliated com- 
pany, filed a request to go ahead 
with Phonevision. 

The commission’s notice today 
included among the public policy 
issues submitted for public com- 
ment such questions as_ these: 

1. Whether subscription tv “will 
generally encourage the larger and 
more effective use of radio in the 
public interest.” 

2. Its impact on advertiser-spon- 

(Continued on Page 73) 


stop in at your Favorite Bar 


FRIENDLY TAVERN—Spurred by a de- 
cline in tavern sales, Calvert Dis- 
tillers Co. is placing space in news- 
papers in Ohio, Pennsylvania and 


Michigan, reminding § customers 
that “Every Night is ‘Friendship 
Night’ at Your Favorite Tavern.” 
Prepared by Lennen & Newell, 
New York, the campaign is called 
by Calvert v.p. E. E. Guttenberg 
“the most far-reaching attempt to 
stimulate business for the tavern 
that has ever been undertaken by 
any distiller.” 


CBS-TV Stations 
Come Out Against 
Plotkin Report 


NEw York, Feb. 11—Represen- 
tative stations of the CBS televi- 
sion network detailed their oppo- 
sition to proposals of the Plotkin 
report this week in a special meet- 
ing with network executives here. 

Frank Stanton, president of 
CBS, last week characterized the 
Plotkin thesis that influence of tv 
networks should be curbed as 
“mistaken, impractical and un- 
wise.” Harry M. Plotkin, special 
counsel to the Senate interstate 
commerce committee, made his 
recommendations in a memoran- 
dum to the lawmakers. 

The Columbia meeting was at- 

(Continued on Page 69) 
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Was the Contract Irrevocable?... 


Paul Willis Sues R&R 


Agency, Personnel 
Shifts Make News 
in Liquor Business 


NEw York, Feb. 9—Four stra- 
tegic moves were made this week 
by major liquor advertisers: 


1. Schenley Industries has moved 
the advertising accounts for its 
Ancient Age bonded and straight 
whiskies, and its James E. Pepper 
bonded, straight and blended whis- 
kies, from William H. Weintraub & 
Co. to Doyle Dane Bernbach Inc., 
as indicated in AA, Feb. 7. The 
move is effective March 10. 


2. Park & Tilford Distillers 
Corp., which was bought by Schen- 
ley recently (AA, Jan. 10), yes- 
terday elected Arthur D. Schulte 
chairman of the board and Stanley 
L. Brown, president and director. 
The corporation’s by-laws were 
amended to designate the chair- 
man as chief executive officer and 
the president as the executive offi- 
cer responsible for marketing op- 
erations. 

Trade circles interpret the move 
as a definite indication that Schen- 
ley intends to operate P&T as a 
separate corporate entity. In addi- 
tion, it is said, P&T, as distributor 
of Vat 69 Scotch, would lose be- 
tween $1,000,000 and $2,000,000 an- 
nually if the brand were with- 
drawn. 


® In the past it has been custom- 
ary to have one U. S. distributor 
only for each brand of Scotch. 
Schenley distributes Dewar’s 
Scotch whiskies. If P&T were to 
become a division of Schenley, it 
is said, it probably would lose 
Vat 69. It is common talk in the 
trade that other distillers have 
been trying to get the brand since 
the purchase of P&T by Schenley. 

Mr. Schulte, who has been pres- 
ident of P&T since 1945, sold his 
stock interest to Schenley. Mr. 
Brown, who has been v.p. of James 
B. Beam Distilling Co., Chicago, 

(Continued on Page 4) 


Last Minute News Flashes 


Snow Crop Switches from Maxon to Bates 


New York, Feb. 11—Snow Crop Frozen Foods, recently purchased 
by Minute Maid Corp., will announce appointment next week of Ted 
Bates & Co., New York, as its advertising agency, replacing Maxon 
Inc. The Minute Maid account is at Bates also. . 


Sorgatz Is Named Creative Chief of Miami Agency 


MIAMI, Feb. 11—George F. Sorgatz Jr. has been appointed creative 
director of Bevis & Tyler. He was formerly an account executive at 
Ogilvy, Benson & Mather, New York. 


Foote, Cone & Belding Gets ‘Chicago Tribune’ 


CuHIcaco, Feb. 11—The advertising account of the Chicago Tribune 
has been placed with Foote, Cone & Belding, marking the first media 
account which FC&B has handled since it resigned NBC shortly after 
the agency was organized. N. W. Ayer & Son was the previous agency, 


Adams Is New Ad, Merchandising Director for Nash 
Detroit, Feb. 11—Fred W. Adamas:has. been appointed director of ad- 
vertising and merchandising for Nash Motors division of American 
Motors Corp., the company will announce Monday. Mr. Adams began 
his automotive career with Packard Motor Car Co. in 1941. 
(Additional News Flashes on Page 73) 


, for $1,000,000-Plus 


Says American Airlines 
Contract Valid; Agency 
Claims It Was Terminated 


NEw YorK, Feb. 11—In the 
wake of the split-up between 
American Airlines and Ruthrauff 
& Ryan, after a 17-year association 
(AA, Jan. 31), ADVERTISING AGE 
learned this week that P. P. Wil- 
lis, who took the account to the 
agency in 1938, is suing R&R for 
more than $1,000,000 as his share 
of the agency’s commissions. 

Asked if his suit, filed in super- 
ior court, Chicago, in November, 
had anything to do with the 
American Airlines-R&R breakup, 
Mr. Willis replied that this “was 
one of the two ways in which my 
contract with Ruthrauff & Ryan 
would end.” 

J. Lewis Ames, v.p. and secre- 
tary of R&R, told AA today that 
Mr. Willis signed a written term- 
ination of the contract on Feb. 1, 
1946 and that the release was 
signed on behalf of the agency by 
Ralph Van Buren, then v.p. and 
secretary. “This was at the time 
that Mr. Willis went to American 
Airlines as a v.p.,” said Mr. Ames. 
“I have a copy of the termination 
in my office safe any time you 
want to see it.” 


= “As counsel for R&R,” added 
Mr. Ames, “I would say that we 
have no legal obligation to Mr. 
Willis in view of the contract can- 
celation in 1946. We will say this 
in the answer we will file next 
week to his complaint.” 
(Continued on Page 73) 


Manufacturer Is 
Still Marketing 
Boss, Says Harper 


NEw York, Feb. 9—The manu- 
facturer’s role as the manager of 
his own marketing is growing 
steadily more important, Marion 
Harper Jr., president, McCann- 
Erickson, told an audience of 
marketing and sales executives 
here this morning. 

Addressing the closing session of 
a three-day marketing conference 
held by the Amierican Manage- 
ment Assn., the agency head 
pointed out that “the modern 
manufacturer has discovered it 
is less expensive and more effi- 
cient to increase his sales pres- 
sure directly on the consumer than 
to do so on the dealer today. 

“And modern advertising tech- 
niques,” he continued, “give him 
better tools for doing this—in all 
business fields—than could have 
been predicted 15 years ago... 
The hard fact remains that mod- 
ern advertising has, after all, only 
one ultimate goal—to build capital 
value for stockholders. It can and 
should be put to work to lower 
business costs and risks, to in- 

(Continued on Page 62) 
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‘Star’ Defense 
Stresses Rates, 
Good Management 


Kansas City, Feb. 9—Manage- 
ment efficiency and low rates 
were stressed as success factors of 
the Kansas City Star as the de- 
fense started its presentation in 
the anti-trust trial of the newspa- 
per and Emil A. Sees, its adver- 
tising director, before Federal 
Judge Richard M. Duncan. 

It was the fourth week of the 
trial, which started Jan. 17 with 
the defendants charged with at- 
tempt to monopolize and monopol- 
ization of the dissemination of 
news and advertising in the Kan- 
sas City metropolitan area. The 
government completed its case 
Feb. 2 after calling scores of wit- 
nesses who testified on the Star’s 
advertising practices. 

The. government, in the two- 
count indictment, alleged the Star 
used discriminatory practices 
against advertisers to force them 
to advertise and to advertise ex- 
clusively in its pages. . 


® Elton L. Marshall, an attorney 
for the Star, made the defense 
opening statement, outlining the 
newspaper’s history and empha- 
sizing efficiency and low rates as 
reasons for its successful opera- 
tion. 
(Continued on Page 70) 


Shopping Centers 
Can't Match Loop 
Glamor, Says Cone 


Cuicaco, Feb. 9—Downtown re- 
mains the glamor area, despite 
competition of outlying shopping 
centers for retail business, Fair- 
fax M. Cone declared today. 

The president of Foote, Cone & 
Belding told the 25th anniversary 
luncheon of Chicago’s downtown 
business men, the State Street 
Council, that a suburban business 
development is only “a _ service 
center for staples and, perhaps, 
some big-ticket service items.” 

Many businesses and _ services 
must be located for the conveni- 
ence of a concentration of business 
and professional people and “La- 
Salle Street isn’t going to become 
a deserted canyon,” he said. 


= He emphasized that “if the var- 
ious retailing facilities of [the 
downtown area] did not exist to- 
day, they would have to be con- 
structed—as quickly as possible 
and in much the same way.” 

Downtown stores, hotels and 
restaurants offer luxury goods and 
services in addition to necessities, 
he said. He pointed out that out- 
lying centers offer necessities as 
well as downtown does, and with 
greater convenience in shopping. 
“Downtown shopping areas offer 
the things for better, brighter, 
gayer living which are the goal of 
a prosperous people,” he added. 

Mr. Cone said suburban house- 
wives like the excitement of 
“dressing up and meeting friends 
for lunch and shopping...This is 
the break in the suburban routine 
that every woman wants—and 
more often—for herself and her 
family.” 


@ The agency head said he be- 
lieves the State Street Council 60- 
per-week radio spot campaign 
built around the slogan, “What do 
you want to buy, what do you 
want to pay, State Street’s got it 
every day” (AA, May 17), is ex- 
cellent, but too small. 

He recommended that more 
Chicago Loop businesses finance 
the campaign and that television 
bé added “to effectively demon- 
strate the things that make up 
this endlessly exciting world.” 


WROW-TV Replies to 
Charge of ‘Secret 
Deal’ in CBS Tie 


ALBANY, Feb. 9—Frank M. 
Smith, president of WROW-TV, 
today said he is “shocked” by 
charges that the u.h.f. station ob- 
tained its CBS affiliation through 
a “secret deal” involving Lowell 
Thomas, CBS commentator. 

WTRI, only high-band competi- 
tor of WROW-TYV, in a sign-off 
statement said it is suspending 
operations because it has lost ac- 
cess to CBS programs (AA, Feb. 
7). WTRI also complained that 
WROW-TYV is retaining its ABC- 
TV and DuMont service, thus 
leaving open no national network 
affiliations. NBC-TV’s outlet in 
the area is WRGB, Schenectady. 

This is Mr. Smith’s version of the 
story: 


= “On Nov. 4 WROW-TV peti- 
tioned the FCC to assign for use 
in the capital district a second 
v.h.f.—Channel 10—an improved 
service hitherto considered impos- 
sible for this area. In the event 
that the FCC acts favorably on 


this petition, the [Albany area] |. 


will have twice as many ‘first 
class’ tv stations as were previous- 
ly deemed possible. Such an allo- 
cation by the FCC is open to ap- 
plications by an almost unlimited 
number of citizens and groups. 

“But WTRI’s’' owners, since 
first apprised of the availability 
of this improved service, have en- 
deavored instead to obstruct its 
assignment in this area—and in- 
deed have asked also that Channel 
6, a pioneer tv service, be re- 
placed by inferior tv transmis- 
sion... 

“The 50% owner of WTRI, with 
an option to purchase the remain- 
ing 50%, is the giant Stanley 
Warner Corp. whose recently pub- 
lished assets exceed $75,000,000. 
WTRI therefore suffers from no 
lack of available capital... 


= “Stanley Warner’s...decision to 
take WTRI off the air was based 
solely on their unwillingness to 
sustain further financial losses in 
that station’s operations. They 
know also that WROW-TV has 
sustained very heavy losses in try- 
ing to provide service to this 
area... 

“Except for WRGB...WROW- 
TV is the oldest television service 
in this area...WROW-TV suggests 
that if the FCC provides the [AI- 
bany area] with a second v.h.f. 
channel that WTRI.. .will abruptly 
end its ‘suspended service’; that it 
will become an active and vocal 
applicant for Channel 10...” 
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TOP PACKAGE—Package Designers Council, New York, has selected 
Sylvania Electric Products’ plastic gift pack of Bantam 8 flashbulbs 
with flash guide as the best package of 1954. It also was the best 
gift package. Design is by Willard E. Lustenader of Case-Hoyt 
Corp., Rochester, N. Y., which handled manufacturing. 


Sylvania and Raymond Loewy Garner Four 
Awards in Package Design Competition 


NEw York, Feb. 9—Sylvania 
Electric Products and, Raymond 
Loewy Associates each won two 
awards in the Package Designers 
Council’s 1954 competition. 
Sylvania’s Bantam 8 Gift Pak 
for photographic flashbulbs, de- 
signed by Willard Lustenader of 
Hoyt-Case Corp., Rochester, N. Y., 
has been judged best in the gift 


‘Slow Pay’ Problem 
Cleaned Up, Army 
Tells Ad Agencies 


WASHINGTON, Feb. 8—Agencies 
attending a briefing on the Army’s 
recruiting advertising account 
were told today that in “ideal 
situations” it is possible to get paid 
in about 28 days from the time 
vouchers are submitted. 

The estimate was made by 
Thomas Burke, contracting officer 
supervising the contract. He said 
the 28-day estimate assumed a 
showing by the agency that the 
work has been properly carried 
out. 

Improved fiscal arrangements 
were among the factors brought 
out by recruiting officials, who 
are aware that “slow pay” has 
handicapped agencies handling the 
account in the past. Mr. Burke 
said it is also possible to get par- 
tial payments in advance of full 
settlement on individual assign- 
ments under the account. 


= Two separate accounts, which 
are expected to total about $1,- 
200,000, will go to the agency se- 
lected in the competition currently 
(Continued on Page 6) 
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BIG CAR—The car in this two-color newspaper spread measures 
nearly 33” and bleeds left and right. It was featured cooperatively 
by Plymouth dealers in the Miami Herald and Miami News, herald- 
ing a Plymouth sweepstakes. Dealers of Greater Miami contributed 
a 1955 Plymouth apiece as prizes. Follow-up ads are scheduled in 
the Herald and the News four days a week through March 11. 
Radio and tv support and outdoor posters are also being used. N. W. 
Aver & Son is the agency. 


category and best in all categories, 
receiving the Irwin D. Wolf award 
for the latter. 

Loewy won in coordinated 
packaging for Ansul Chemical Co., 
Marinette, Wis., and in the liquor 
field with its Old Forester de- 
canter for Brown-Forman Distil- 
ers, Louisville. 

The PDC awards go to the client, 
designer and supplier, with all 
winning entires and selected hon- 
orable mentions being presented 
in an exhibit Feb. 5-20 at the 
American Institute of Graphic Arts 
here and at the American Man- 
agement Assn.’s packaging ex- 
position April 18-25 in Chicago. 

Other winners with Sylvania 
and Loewy were: 

Food—Smith & Scherr for Gold- 


(Continued on Page 67) 


Ad Week Off to TV 
Start with Nance 


Giving Invocation 


Detroit, Feb. 11—The greatest 
single economic force in America 
is advertising because it sets up 
the chain of events that “operates 
the most powerful economic wheel 
in the world,” James J. Nance, 
president of Studebaker-Packard 
Corp., said in a speech prepared 
for delivery to a nationwide tele- 
vision audience Sunday in cere- 
monies inaugurating Advertising 
Week. 

It contributes to keeping people 
working on their jobs, gives them 
buying power and gives our coun- 
try the highest standard of living 
the world has ever known, the ex- 
ecutive said. His talk keynoted 
activities planned by the Adver- 
tising Federation of America for 
the week of Feb. 13-19 to focus at- 
tention on the part that advertis- 
ing contributes to the U. S. eco- 
nomic health. 


® “In the industry I know best, 
advertising has made it possible 


for millions and millions of Amer- | 


icans to own luxurious transpor- 
tation in the form of automobiles,” 
he said. “Owning a car nowadays 
is as matter-of-fact for most 
Americans as sitting and watch- 
ing television, 
doing now.” 


He cited ownership of cars, re-| 


frigerators, television sets and 
modern kitchens as items whose 
costs had been lowered by adver- 


tising, and said that without ad-| 


vertising, those products, and 
many more that we enjoy today, 
would not “even be available.” 

He enumerated newspapers, 
magazines and television pro- 
grams as American values made 
possible by advertising. 

“If American business fired all 
its salesmen, cut out ali its adver- 
tising, the next thing would be to 
lock the factory doors and throw 
away the keys,” he declared. 


just as you are| 


‘Orphan Annie’ Is 
Hard to Handle, 
L. A. Admen Find 


Little Orphant Annie’s come to 
our house to stay. 
—JAMES WHITCOMB RILEY 


Los ANGELES, Feb. 9—Los An- 
geles advertising men, who a cou- 
ple of weeks ago became perturbed 
about the portrayal of an adman 
in the “Little Orphan Annie” 
strip in the Times, were finding 
out that the blank-eyed child is a 
pretty tough customer. 

In’ a memo to members of the 
Southern California Advertising 
Agencies Assn., Robert F. Miller, 
the president, advised the mem- 
bership as follows: 

“In recent days, the comic strip 
Orphan Annie, a syndicated fea- 
ture which appears in the Los An- 
geles Times as well as in other 
major metropolitan newspapers 
throughout the nation, has depicted 
a situation which we believe 


NO SCRUPLES—Head of agency in 
the Orphan Annie strip (left) re- 
ceives a derogatory comment from 
his client’s aide, who is convinced 
of the fictitious adman’s venality. 


casts a detrimental picture of ad- 
vertising men. 

“In brief, a wealthy manufac- 
turer who wishes to spend several 
million dollars in advertising calls 
his advertising agency account 
executive and officially states what 
he wishes to do. This plan is con- 
trary to the agency man’s opinion 
of what is considered good adver- 
tising. 


s “From this situation they depict 
the agency man as taking the atti- 
tude that if you want to spend 
your millions of dollars foolishly, 
who am I to quibble. For after all, 
we will make our money off it re- 
gardless of what the campaign is. 

“This comic strip is widely read 
and has been for many years. Ob- 
viously, this gives the general 
public the opinion that advertising 
men are greedy individuals who 
care little what happens to a 
client’s money so long as they get 
their commission. 

“Undoubtedly, in any industry 


(Continued on Page 75) 


| 


ALLAN M. WYMAN has been ap- 
pointed director of advertising 
and sales promotion of Magic Chef 
Inc., St. Louis. Mr. Wyman for- 
merly was president of Smithson, 
Wyman & Withenbury, Cincinnati 


agency. 
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STEUART BRITT 


Britt Urges 
More Inventive 
Market Research 


CuicaGco, Feb. 9—The inventive 
attitude characteristic of the so- 
cial sciences is notably lacking in 
marketing research, Steuart Hen- 
derson Britt, v.p. and director of 
research, Needham, Louis & Bror- 
by, Chicago, said here last night. 

Dr. Britt told members of the 
Advertising Executives Club here 
that his answer to the question 
posed by the club, “What’s New in 
Marketing Research?” is: The only 
thing that’s new is the new appli- 
cation of old techniques. 

He complained: ‘“‘We don’t make 
plans for long-range research.” 
The most common answer given 
to most questions about marketing 
research is “I don’t know,” he said. 
“But,” he added, “we aren’t look- 
ing as hard for the answers as we 
might be.” 


# Dr. Britt said that the newest 
development in marketing research 
is the integration by investigators 
of a variety of techniques. “The 
integration,” he said, “supplies us 
with a more complete picture of 
the market, both quantitatively 
and qualitatively.” 

He described “double-barreled 
research” in which one barrel is 
aimed at a deep penetrating diag- 
nosis of the market while the 
other aims for an over-all picture. 

The first barrel uses psycholog- 
ical or motivational studies for its 
data. The second relies on nose- 
counting or questionnaire data. 

Motivation studies include the 
use of projective tests, and “pat- 
terned” or “structured” inter- 
views. He also described a study in 
which women were interviewed 
about particular food products 
while they cooked them. 


# He also told of a packaging 
study in which photographic rec- 
ords were made of consumer be- 
havior in stores. The camera re- 
corded the amount and span of 
attention and the facial expression 
of the consumer as she looked at 
a series of packages and labels. 

Dr. Britt also said that he 
thought the attitude of manage- 
ment toward market research is 
becoming more positive. Manage- 
ment is learning, he said, that 
marketing research can be very 
helpful in long-range policy-mak- 
ing. 

Tennaanaatit is also coming 
around to understand that market- 
ing research can’t be hurried, he 
said. There is more realization, he 
believes, that significant results 
from marketing research can’t be 
obtained without sufficient time to 
carry out the investigation. 


Henry Holt & Co. Acquires 
‘Popular Gardening’ 

Popular Gardening has been 
acquired by Henry Holt & Co., 
New York, book and magazine 
publisher. Charles M. Winchester 
Jr. will continue as publisher of 
the monthly, and Paul F. Frese 
and Frank A. Hodges Jr., who 
head the editorial and advertising 
staffs, will retain those posts. 

Holt also publishes Field & 
Stream. 


™ Set Makers to Start 
» | Sponsoring Color TV 


'a bad record should consult Cen- 


Sarnoff Urges TV 


ROCHESTER, N. Y., Feb, 8—Rob- 
ert W. Sarnoff, exec. v.p. of the 
National Broadcasting Co., has 
called on tv set manufacturers “to 
prime the pump for a new indus- 
try” by “sponsoring color televi- 
sion programs” now. 

He voiced this challenge in a 
speech before the Transportation 
Club here. Coincident with pro- 
gram sponsorship, manufacturers 
should also go into color set pro- 
duction now, Mr. Sarnoff added. 

Evidence of the public interest 
in color television is the fact that 
some 4,500,000 people have al- 
ready seen at least one show in 
color, the NBC executive said. 


® “The leading set manufacturers 
—and there were ten of them— 
were pioneer sponsors of the early 
(b&w) television shows,” Mr. Sar- 
noff said. 

“Yet of these companies, only 
RCA and Westinghouse are cur- 
rently sponsoring color programs. 
Surely it is reasonable to expect 
the others to join in priming the 
pump for a new industry that one 
day will contribute so much to 
their own welfare. One of the 
best ways they can do it is by 
sponsoring color programs now... 

“If more manufacturers go into 
color set production now, the 
process of development will begin 
shifting into high gear. As sales 
grow, mass production will bring 
down the pricé of sets. With lower 
prices, color circulation will start 
climbing to the hundreds of thou- 
sands and then to the millions. 
And with circulation rising, more 
and more advertisers will come 
into the medium, providing the 
revenues for program production,” 
Mr. Sarnoff stated. 


‘No Switch’ Pacts 
Violate Anti-Trust 
Rule, FTC Declares 


WASHINGTON, Feb. 8—The Fed- 
eral Trade Commission ruled to- 
day that it was an unreasonable 
restraint of trade for five leading 
magazine subscription organiza- 
tions to enter into “no switching” 
agreements which specified that 
no firm was to hire former em- 
ployes of another. 

Early last year the charge was 
dismissed by an FTC hearing ex- 
aminer, who said the contracts 
were a reasonable effort on the 
part of the industry to prevent 
dishonest and irresponsible em- 
ployes from switching from one to 
another. 

But a unanimous commission 
said today the agreements affected 
employment rights of persons who 
were not guilty of bad selling 
practices. “In the absence of a 
contract to the contrary,” FTC 
said, “every individual has a legal 
right to attempt to better his con- 
ditions by seeking other employ- 
ment or going into business for 
himself.” 


® The commission said any sub- 
scription organization that wants 
to avoid engaging a switcher with 


tral Registry, which has a file on 
15,000 to 20,000 salesmen and_/| 
managers. The commission pointed 
out that complaints have dropped | 
from 1,000 to about 230 monthly | 
since Central Registry got under 
way. 

The five companies involved in 
the case employ 3,000 solicitors 
and do a $15,000,000 annual vol-' 
ume. They are: Union Circula- 
tion Co. and National Circulating 
Co., New York; Periodical Sales 
Co., Chicago; Publishers Continen- 
tal Sales Co., Michigan City, Ind., 
and National Literary Assn., Terre 
Haute, Ind. 
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PARIS BECKONS—Mosler Safe Co., 
half in four colors, half b&w, in 
test among secretaries and other office workers, for the best 
answer to why the boss wouldn’t be so foolhardy as to trust an 
old safe. The page at right lists dealers and branches where entry 


blanks are obtainable. 
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New York, will use this spread, 


Life Feb. 21 to promote its con- 


Stockton-West-Burkhart, Cincinnati, is 


the Mosler agency. 


Reply to Pay-as-You-See Video ‘Propaganda’ 
Is Long Overdue, Theater Men Are Advised 


St. Louis, Feb. 9—Harold Wolff, 
public relations counsel] for the 
Joint Committee on Toll Tv, yes- 
terday warned that action to 
counteract what he called a high- 
powered propaganda campaign to 
sell subscription television to the 
American public is long overdue. 

He spoke before a drive-in thea- 
ters meeting of the Allied States 
Assn. of Motion Picture Exhibitors. 
The toll tv committee represents 


General Foods V.P. 
Outlines Steps to 
Dynamic Marketing 


PHILADELPHIA, Feb. 8—A vast 
revolution in marketing requires 
bold and aggressive market plan- 
ning, Ray M. Schmitz, v.p. and 
director, General Foods Corp., told 
the Poor Richard Club here last 
week. 

Pointing out that the nation’s 
economy is in the midst of a dy- 
namic phase, he advocated a five- 
point program for business and 
industry to take advantage of op- 
portunities this year. He urged: 

1. An aggressive advertising and 
marketing program. 

2. Greater and more effective 
use of research, especially motiva- 
tion research, adding that results 
should be used, not just looked at. 

3. The creation of strong brand 
personalities, because, he said, 
product differences are narrowing. 

4. More believability in adver- 
tising. 

5. Immediate education of 
younger marketing people in the 
fundamentals of sound advertis- 
ing. 


4 

® The revolution in marketing, 
said Mr. Schmitz, is centering 
around consumers in the middle- 
income class. 

“The mass market is no longer 
the low-income group,’ he de- 
clared. “It’s the middle class, and 


(Continued on Page 70) 


eight associations of motion picture 
exhibitors and independent opera- 
tors from various parts of the U. S. 

The committee was formed two 
months ago to look into the status 
of subscription tv. Although it is 
opposed to pay-as-you-see televi- 
sion in homes, it has not expressed 
any stand on closed-circuit theater 
television. 

“The campaign to put over sub- 
scription television in this country 
is one of the most successful public 
relations campaigns we have ever 
seen—well conceived, heavily fi- 
nanced and skillfully executed. 
The best sources in Washington, 
Hollywood and New York indicate 
that this propaganda campaign has 
convinced many, many people that 
subscription television would be in 
the public interest so that if a de- 
cision had to be made today, it un- 
doubtedly would be in favor of 
toll tv,” he said. 


s The publicist said the campaign 
has included speaking appearances 
before “anyone that will listen to 
them” and has influenced import- 
ant producers, performers, agency 
men, professors and sports lead- 
ers. He called attention to the large 
number of magazine articles favor- 
ing the authorizing of pay-as-you- 
see television—including an ar- 
ticle in Reader’s Digest “written 
and signed by a Zenith publicity 
man.” 

(Though he was not mentioned 
in Mr. Wolff’s speech, Millard 
Faught, a consultant to Zenith 
Corp., has been on the banquet 
circuit for years making pitches 
for subscription television with 
liberal plugs for Zenith’s Phone- 
vision.) 

Mr. Wolff said the subscription 
television campaigners promise 
everything to everyone as well as 
special things to special people. 


s “If the arguments in favor of 
toll tv were valid, there would 
have been no need to lavish the 


(Continued on Page 70) 
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LONG JOHNS—A brilliant red suit of winter underwear highlights 
this painted display for White King soap. Several hundred of the 
bulletins have been placed along major highways in the West. 


New Jersey Suit 
Menaces Trading 
Stamp Operators 


State’s Claim to Money 
for Unredeemed Stamps 
Starts Retail Wrangle 


New York, Feb. 9—An unusual 
law suit in which the state of New 
Jersey is seeking to establish a 
claim to trading stamp cash un- 
redeemed by holders has begun to 
make itself felt across the country. 

Defendant in the test action is 
Sperry & Hutchinson Co., head- 
quartered in New York but in- 
corporated in New Jersey. But the 
suit is being viewed this week as a 
threat to the whole $1.5 billion 
trading stamp industry. 

In the New Jersey suit, the state 
is out to collect the funds set aside 
for all Sperry & Hutchinson 
stamps issued between 1896 and 
1950 that have not been reclaimed. 

Backed by a state law requiring 
that trading stamps be redeemed 
in cash if the holder so desires, 
New Jersey last week filed actions 
under two escheat statutes. The 
first provides that the state may 
take title, after legal action, to per- 
sonal property that has been un- 
claimed for 14 years. The second 
statute permits the state to become 
the custodian of certain personal 
property, especially cash funds, 
unclaimed for five years; further 
legal action after two more years 
gives the state title to this prop- 
erty. 

Reaction to the New Jersey ac- 
tion began this week when George 

(Continued on Page 66) 


‘Local’ Airlines 
May Swap Fares for 
Advertising—CAB 


WASHINGTON, Feb. 8—In an ef- 
fort to add to the promotional re- 
sources of small air carriers, the 
Civil Aeronautics Board has 
agreed to allow “local service” 
airlines to enter into agreements 
exchanging advertising service for 
transportation. 

Under the regulation issued by 
the board, each advertising-for- 
transportation swap must be re- 
ported to CAB, and the exchange 
must be at the going price for the 
advertising service. Only the sup- 
plier, his employes and members 
of the supplier’s family may use 
the transportation space involved 
in the exchange, and no airline 
may make more than $25,000 in 
transportation available through 
such arrangements. 

Initiative for the idea came 
from the conference of local serv- 
ice airlines. The association 
pointed out that these companies 
operate with limited advertising 
budgets, and that the exchanges 
would provide additional promo- 
tional opportunities. Under the 
plan approved by CAB, airlines 
can obtain newspaper or magazine 
display space, radio or tv time, 
outdoor, displays, and car cards 
(but not publicity or public rela- 
tions services which are not clear- 
ly identifiable as paid advertise- 
ments of the carrier). 


® The board noted that a similar 
idea was proposed for certificated 
trunk carriers in 1938 but was 
abandoned after two years be- 
cause it was never used. CAB ex- 
pressed hope the exchanges “may 
reasonably be expected to increase 
the number of revenue passengers 
produced in areas which are re- 
mote and dispersed.” 

The 14 local service airlines 


spent $1,340,000 for advertising 
and publicity in 1953. 
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Agency, Personnel 

Shifts Make News 

in Liquor Business 
(Continued from Page 1) 


for the last five years, entered the 
liquor industry in 1937, and, be- 
fore joining Beam, held executive 
positions with Schenley and _ Sea- 
gram-Distillers Corp. 


3. Schenley today launched a 
new campaign for its Schenley 12- 
year old and Schenley Champion 
eight-year old straight bourbons, 
Schenley Reserve blended whisky 
and Canadian Schenley OFC Ca- 
nadian whisky. Eleven national 
magazines and 300 newspapers will 
be used, supplemented by outdoor 
and transportation advertising. 

Magazines on the list include 
Collier’s, Cue, Ebony, Fortnight, 
Holiday, Life, Look, Newsweek, 
Our World, The New Yorker and 
Time. 

Batten, Barton, Durstine & Os- 


'born is the agency. 


_ 4. Frankfort Distillers Co., a di- 
vision of Seagram-Distillers Corp., 
has named Ralph W. Reese direc- 
tor of advertising, sales promo- 
tion and trade relations. Consoli- 
dation of the three functions, it is 
said, is in line with Frankfort’s 
recent move to create a more ef- 
ficient sales organization by 
streamlining its marketing team. 
Formerly the company’s Hunter 
and Wilson brands were marketed 
through a separate sales division 
from its Four Roses and Paul Jones 
brands. Advertising, sales promo- 
tion and trade relations were con- 
ducted as independent operations. 
Now they will be coordinated. 


s Bradley Houghton, former ad- 
vertising manager of the Hunter 
and Wilson division, has been ap- 
pointed over-all sales promotion 
manager. Emil A. Pavone, recently 
named trade relations manager, 
continues in that position. 


No agency changes are involved 


in the shifts. Kenyon & Eckhardt | 
continues as the agency for Hunt- 
er and Wilson whiskies, and Young 
& Rubicam will continue to handle 
Four Roses and Paul Jones. 

Mr. Reese is a former Y&R man, 
and Mr. Houghton is a former ac- 
count executive of Donahue & Coe. 


CHARLES C. GOODRICH 

INDIANAPOLIS, Feb. 8—Charles 
Clarence Goodrich, 67, v.p. and di- 
rector of the Indianapolis Engrav- 
ing Co., died here Jan. 29 after a 
brief illness. A native Kansan, he 
had been interested in the print- 
ing business literally since child- 
hood; he had acquired a know- 
ledge of type faces by the time he 
was 10. After associations with 
newspapers and with the Nichol- 
son Printing Co., Richmond, Ind., 
he came to Indianapolis where, in 
1914, he joined Indianapolis En- 
graving Co. as sales manager and 
v.p. He remained active in the 
company until shortly before his 
death. 


Packaged franks are frankly gaining...in lowa! 


THE DES MOINES 
REGISTER ann [RIBUNE 


An “‘A’’ schedule newspaper in an ‘‘A-1’’ market! 


Yep, among Des Moines Sunday Register 
readers, and they’re 1,310,000 strong, pack- 
aged frankfurters are winning new friends 
every day. We’re naturally modest, but we 
would like to point out that the Sunday Reg- 
ister gets that product story into most of the 
homes in Iowa. From 50% to 100% satu- 
ration in 81 out of Iowa’s 99 counties, for 
example. So with on-the-farm packaged frank- 
furter use up from 18.8% in ’53 to 25.4% in 
54, and city-town up from 25.3% to 33.2% 
in the same period*—we suggest you get your 
share through the one medium that gives you 
this entire rich state... The Des Moines Sunday 


Register! 


Gardner Cowles, President 


REPRESENTED BY 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Les Angeles and San Francisco 


*our FACTS? They're from the latest “Brand In- 
ventory in the Homes of Iowa Subscribers” to The 
Des Moines Sunday Register. An accurate and 
factual check of family buying habits. Write for 
your copy on your company letterhead, 


Government suit against John 
Southwell of Garden Guild of 
America fame got under way in 
St. Louis, with satisfied and dis- 
satisfied customers queuing up 
to testify 


Downtown glamor can’t be beat 
by suburban shopping centers, 
Fairfax Cone, Foote, Cone & 
Belding head, told the State 
Street Council. The centers only 
offer service on staples ..Page 2 


Little Orphan Annie, the auburn- 
locked chatterbox who has got- 
ten in and out of trouble easily 
for years, has riled Los Angeles 
admen with her version of an 
agency head .......... Page 2 


Advertising Week gets off to a 
good start, with Studebaker- 
Packard President James J. 
Nance going on tv to praise 
advertising as “the most pow- 
erful economic wheel in the 
world” 


What’s new in market research? 
Only the new applications of 
old techniques, according to 
Steuart Britt, Needham, Louis & 


Advertising Market Place ...74 
Coming Conventions ........ 35 
Creative Man’s Corner ...... 42 
Department Store Sales ...... 66 
ES tires tly 8 aig’ s we 6 oe 12 
Employe Relations .......... 42 
Getting Personal ............ 52 


Looking at Radio & Television .41 
Looking at Retail Ads 


Advertising Age, February 14, 1955 


Highlights of the Week’s News 


Brorby v.p. and director of re- 
Restle 0450s dawas Page 3 


Color tv will come sooner, if tv 
set manufacturers start sponsor- 
ing color tv shows now, Robert 
Sarnoff, exec. v.p. of National 
Broadcasting Co., says ..Page 3 


Trading stamps are the _ issue 
in a suit in which New Jer- 
sey seeks to collect funds set 
aside for stamp redemption, but 
which consumers who saved the 
stamps have not claimed . Page 3 


Poor breakfasts reduce working 
girls’ efficiency, Northwestern 
Life Insurance Co. found in a 
survey of 1,600 Minneapolis 
white-collar workers..Page 18 


Schmaltz and spinach, and other 
parasitic ornamentation on new 
product designs, were denounced 
by Raymond Loewy, who 
warned that this means bad de- 
sign for the public ....Page 22 


Inexpensive market research? For 
years now the Census Bureau 
has been offering to do special 
surveys along with regular cen- 
sus studies 


REGULAR FEATURES 


Obituaries 
On the Merchandising Front 42 


Photographic Review ....... 60 
Premeeeem. TWO =. ..cccceses 48 
eee 12 


Salesense in Advertising ....46 
This Week in Washington ...71 
Voice of the Advertiser 
You Ought to Know 


Greensboro Market . . 


Sales Management Figures 


7 
. 


“This is the size we make for the 
Growing Greensboro Market!” 


» 


PERMANENT SUCCESS IS ASSURED when you tell your 
sales story to more than 700,000 people in the Growing 
} . These folks comprise 1/6 of North 
Carolina’s population—but they account for more than 1/5 
of the state’s $3-billion retail sales! If you want bigger sales 
in a market where sales come easier—better get into the 
Greensboro ABC Retail Trading Area. The fastest and best 
way to assure selling success in the Growing Greensboro Mar- 
ket is to schedule the 100,000 daily salesmen of the GREENS- 
BORO NEWS and RECORD... 


Only medium with dominant coverage in the Growing Greensboro 
Market and with selling influence in over half of North Carolina! 


«Greensboro mS 
News and Record \@gigm 
, GREENSBORO, NORTH CAROLINA tt 
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7 ‘The written message 


Vv 
nf * 
is the one that LIVES 
al 
3 
le 
at ‘ 
it It didn’t matter what had become of that original piece of 
: crude paper upon which A. Lincoln had written the message 
that began: “Fourscore and seven years ago. . . .” Sensing the 
< ’ impermanence of spoken words, Lincoln himself declared: 
a “The world will little note nor long remember what we say 
is here. . . .” But his words were caught and preserved for all time 
8 by the newspaper presses of the nation. 
>r eae — : . 
- Nor did it matter that the singing words of Homer, his J/iad and_ 
d | Odyssey, were spoken from memory, for there were scribes 
_ who wrote them down and kept them fresh and living for all 
. a mankind. 
.r | Yes, the written message, and chiefly the printed message, is the 
ug one that lives. But more than that, the written message is tan- 
P gible as well as permanent. You can return again and again to 
4 it, study it, clip it out, pass it on to others. 
Without wishing to profane Lincoln’s glorious words, or the 
. = | ancient classics, This Week Magazine asks you to consider the 
2 proposition that the written message is the one that lives in | 
30 terms of advertising. | 
18 ; eu : nn * 
2 The printed page, rich in detail, exact in its message, can be 
16 studied by the reader . . . not fifteen seconds, not a minute— 
“ but for an hour if the reader so wishes. 
22 But, more importantly, from the psychological point of view, the 
— printed advertisement is a message read willingly. When Mrs. 
& a 
Smith sits down with her magazine or newspaper, she is asking 
to be sold; she wants to know about the new cake mix. And Mr. 
Brown wants to study the features of the new cars. 
This Week, America’s most widely read magazine, pays distinct 
‘ homage to the other media for their massive and ceaseless 
services to our nation. But This Week asks you, the advertiser, 
the merchant, the businessman, the financier, to remember 
that the written message is the one that lives . . . lives not only 
in terms of time, but in reality, clarity, memorability. This 
Week wishes to remind you of the basic wisdom of building 
your advertising campaigns around visual, printed media. In 
other words, if you want your message to work and to Jast, 
put it in print first. 
This Week Magazine 
shares the power and prestige 
of these 35 great newspapers 
which distribute it. 
The Baltimore Sunday Sun 
j The Birmingham News 
Boston Sunday Herald 
The Charlotte Observer 
Chicago Daily News 
The Cincinnati Enquirer 
Cleveland Plain Dealer 
The Dallas Morning News 
Des Moines Sunday Register 
The Detroit News 
The Houston Post 
¥ The Indianapolis Star 
The J a Florida 
Times-Union 
Los Angeles Times Your meSsaves 
R The Memphis Commercial Appeal e 
7 Miami oe eo , ; 
; The Mil ee Journa e . 
i Minneapolis Sunday Tribune in This Week 
The New — 
Picayune States i 
New York Herald Tribune in 11,0 00, 000 homes 
ro : Norfolk Virginian-Pilot ’ : 
a! The Philadelphia Sunday Bulletin 


The Phoenix Arizona Republic 
The Pittsburgh Press 
Portland Oregon Sunday Journal 
Providence Sunday Journal 
Richmond Times-Dispatch ; 
Rochester Democrat and Chronicle 
St. Louis Globe-Democrat 
The Salt Lake Tribune 
San Antonio Express and Sunday News 
San Francisco Chronicle 
The Spokane Spokesman-Review 
The Washington Sunday Star 
The Wichita Sunday Eagle 


throughout America ! 
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CORRECTION! 


Our ad on page 27 contains an 
error that was caught too late 
for correction. The footnote should 
read: 


“* Only the DAILY NEWS has 
kept pace with Philadel- | 
phia’s hefty population 
growth. asc figures reveal 
that since all Philadelphia 
papers went to 5¢, the In- 
quirer has lost 10.6% in cir- 
culation, the Bulletin is 
down 9.0%. While the other 
two decline, the DAILY NEWS 
has gained 9.4%. So as we 
say: In Philadelphia, only 
the DAILY NEWS is growing. 
ABC Publishers’ statements 
9-30-47: 9-30-54.” 


PHILADELPHIA 
DAILY NEWS 


'Lucy, Lombardo Go to Canada| 


“I Love Lucy” and the “Guy 


ship of H. J. Heinz Co. of Canada, 
‘Toronto, beginning this month. 
_The two programs will be shown 
on alternate weeks over eight tv 
outlets in the major markets out- 
side Ontario. MacLaren Advertis- 
ing Co., Toronto, is handling the 
account. 


Two Papers Adopt Bulk Rate 

The Denver Post and the Tole- 
do Blade have dropped their flat 
rate for general advertising and 
adopted bulk space rates, both ef- 
fective April 1. At the same time 
‘the Post established a 2% cash 
discount for the first time. Both 
newspapers are represented na- 
tionally by Moloney, Regan & 
Schmitt. 


Russell & Associates Bows 
| Charles B. Russell has formed 


Lombardo Show” will be shown| 
on Canadian tv under the sponsor- | 


| 


| 


Co., Cincinnati plastics 


years. 


EDWARD A. MORE has been named 
advertising manager of Formica 
manu- 
facturer. Mr. More had been ad- 
vertising division manager of in- 
dustrial products for Westinghouse 
Electric Corp. for the past 10 


with offices in Dallas. He formerly 
‘Charles B. Russell & Associates,!was with agencies in New York, 


|New Orleans and Dallas. Asso- 
ciated with him in the new crea- 
tive service is William Polvogt, 
art director of Chance Vought 
Aircraft Inc., Dallas airplane 
maker, for the past three years. 


W. W. Kight Succeeds Father 

William W. Kight has been 
elected president of Kight Adver- 
tising, Columbus, O. He succeeds 
his father, the late W. H. Kight, 
who died Jan. 17 when his private 
|plane crashed in Lake Michigan 
near Chicago (AA, Jan. 24). Mr. 
Kight has been a member of the 
agency staff since 1949, and was 
named a v.p. in 1952. 


Curtis Opens New Ad Office 

Curtis Publishing Co., Philadel- 
phia, has opened an advertising 
office in the Baker Bldg., Minne- 
apolis, to handle sales for The 
Saturday Evening Post and Better 
Farming in Minnesota, North and 
South Dakota and western Wis- 
consin. 
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A WISE WORD FROM AESOP TO ADVERTISING EXECUTIVES: 


A hungry lion was ready to bite off the head of a 


tiny mouse. 


“Spare me,” implored the mouse, “You'll see — 
some day I'll be able to repay you.” 


The King of Beasts was so amused by the idea that 
such a little piece of antipasto could ever do him 

a good turn, that he let him go, for luck. 

Lucky for the lion, too. When he got himself fouled 
up in a rope net, the mouse came along and 


gnawed him loose. 
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MORAL: A friend in need is a friend indeed 


When selling gets tough, friends in the trade come 
in handy. You don’t make such friends by ignor- 
ing them—you’ve got to cultivate and develop 
them over a period of time. Trade advertising in 
your super-specialized Haire trade paper helps de- 
velop trade friends. It puts you high on the list 


of folks a retailer wants to work with...and is 


always glad to help out. 


HAI 


RE 


Advertising Age, February 14, 1955 


‘Slow Pay’ Problem 
Cleaned Up, Army 
Tells Ad Agencies 


(Continued from Page 2) 
under way. Subject to congres- 
sional approval, about $1,000,000 
will be spent for Army advertis- 
ing, in the year starting July 1, 
and an extra $200,000 for the 
Army Reserve and ROTC. 

Lt. Col. J. V. Milano, in charge 
of the Army advertising program, 
said about $250,000 will be used 
for “target” campaigns in special- 
ized magazines, school newspapers 
and outdoor and $350,000 for the 
production of tv shows and spots. 
Most of the Army’s remaining 
$400,000 will go for sales aids to 
back up the 2,500 recruiting offi- 
cers who are the “sales force” in 
the field. 

Lt. Col. P. L. McPherran, who 
supervises Army Reserve adver- 
tising, indicated Army Reserve 
will also be a big user of sales 
aids. 


® Col. Milano said the Army lacks 
funds for nationwide institutional 
advertising. Its tv programs, par- 
ticularly “Soldier Parade” on 
ABC-TV, are as close as it can 
come, and it depends on its agen- 
cy to line up public service air 
time for the tv show and spots. 

As far as the agency is cen- 
cerned, he said, “the Army doesn’t 
want a thing we don’t pay for.” 
But he added: “We don’t want to 
kid anyone. This is not an easy 
account. It is a most challenging 
one. We have had nine years’ ex- 
perience with the problem, but we 
need professional advice, and we 
are flexible enough to accept it.” 

Among the 12 agencies attending 
the briefing were Dancer-Fitzger- 
ald-Sample, which holds the ac- 
count now, and Grant Advertising, 
which preceded D-F-S on the as- 
signment. 


a H. M. Dancer, president of 
D-F-S, said his agency “will be in 
there pitching” to keep the ac- 
count. While the deadline on writ- 
ten bfds is Feb. 21, recruiters told 
AA today that bids were received 
this afternoon from some agencies 
which did not attend the briefing. 

D-F-S has been in the recruiting 
picture since October, 1952. Orig- 
inally it served both the Army and 
Air Force. But last June, Army 
and Air Force recruiters parted 
company, and Ruthrauff & Ryan 
was appointed to handle advertis- 
ing for the newly organized Air 
Force Recruiting Service. 

D-F-S got renewals in June, 
1953, and June, 1954, but at the 
time of the 1954 renewal the Army 
announced a competition would be 
held in 1955 so that other agencies 
would have a chance to bid on the 
account. 


Wilson, Haight Names Two 

H. M. Feine, formerly v.p. of 
copy and public relations of Jul- 
ian Gross Advertising Agency, 
Hartford, has joined Wilson, 
Haight, Welch & Grover, Hartford, 
as director of copy and public re- 
lations. Wilson, Haight also has 
promoted Bruce P. Mattoon, with 
the agency since 1952, to space 
buyer. 


- WHAT’S GOING ON! 


@ Make sure you get all published items about 
your or your client’s business each month. 
Bacon’s clipping bureau regularly clips over 
3,058 publications for over 1,000 clients. Approx- 
imately 100,000 clippings sent out per month, 
from business, farm and consumer publications. 
Ar Hvaluable service to ad managers, agencies, 
publicity and public relations men, researchers 
ond others. Write for free booklet No. 55, 
“Magazine Clippings Aid Business.” 


Don’t forget Bacon's 1955 Publicity Checker. Helps 
handle publicity more effectively. It’s coded this 
year to show publicity used by each of our 3,058 
publications. Spiral bound fabricoid, 256 pages, 
6% x 92" $15.00. Sent on Approval. 
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Kithel Merman 


The girl who was ‘‘born with 
a trumpet in her throat’’ tells 
her bold and brassy story. 


Here's the year’s biggest hit from the entertainment 
world! It’s the Merman story in Merman’s own words — 
often startling, sometimes shocking, always honest. Ethel 
lets down her hair-do to give the low-down on herself and 
other show-biz headliners, like Helen Hayes, Jimmy 
Durante, Irving Berlin and Cole Porter. Get the Post today 
and see why there really is no business like show busi- 
ness —and no one in the world like Ethel Merman! 


‘Exhe| Merman’s Own Story: ¥ 
TAT’ \\ : 
THE KIND OF 4_)\ 
DAMELAM 4 


show biz . 


reported everywhere. But the big 


hit stories—Fields, Crosby, Hope, 
Groucho—all appeared first in 

The Saturday Evening Post. A i 
new hit, the Merman story, opens 

in this issue. It is an excellent 
example of the kind of writing, 

the months of research, the : 
broad scope (40,000 words), that 

give the Post its privileged place 

in the home. Reporting that gets 


to the heart of the subject, 


gets to the heart of America. 
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Zenith Names Philip Wood 
Philip J. Wood, formerly dis- 


Stewart-Warner Corp., Chicago, | 
has joined Zenith Radio Corp., 


tributor sales manager of Stewart-|Chicago, as assistant to the v.p. in 


Warner Electric, 


a division of|charge of radio and tv sales. 


Modern Direct Selling is big! Eight 
to nine billions’ yearly volume big, 
and versatile, too. Few products or 
services aren't suited to it, and a 
big-ticket price makes no differ- 
ence—today’s Direct Selling Spe- 
cialist can sell anything you can 
sell him. What's the secret of sell- 
ing him? Send today for a free 
copy of “The Quickest Way to 
National Distribution’’ and find out 
in mere minutes of readingtime. It's 
most authoritative text on modern 
Direct Selling, filled with facts all 


Authoritative Free Book Discloses 
Secrets of Direct Selling Success 


sales executives and agency ac- 
count men should know. Write for it 
today on business letterhead; learn 
why this powerful distribution force 
adds volume fast, perils no part of 
present over-the-counter retail sales, 
can be tested virtually cost-free. 
Just pin, paste or staple this ad to 
your letterhead and mail to: SPE- 
CIALTY SALESMAN, The Magazine 
of modern Direct Selling; Room 


812-6, 307 N. Michigan Ave., 
Chicago 1, Ill. 


Garden Guild Head 
Said Some Ad Claims 
Untrue, Court Told 


(Continued from Page 1) 
was a one-man operation. 

Several other witnesses testified 
that the guild was organized by 
Southwell to promote the sale of 
roses which he obtained from a 
Texas grower. He advertised ex- 
tensively via radio and newspap- 
ers. 


= Mr. Southwell, of Devon, Pa., 
maintained an office in the Chem- 
ical Bldg. in St. Louis. The gov- 
ernment contends his “blue rose” 
was a common crimson rose which 
faded to a “dirty magenta” after 
blooming. The “Rose of Shangri- 
la” was a commonly-used ground 
cover, the government alleged. 
Witnesses testified that the Gar- 
den Guild sold the “blue rose” at 
three for $6.25, and the “Rose of 


Shangri-la” at 25 bushes for $3.98. 


ALFRED M. STAEHLE (left), longtime publisher of Factory Management 

& Maintenance, is not being succeeded in that position by CARL 

COASH (right), as AA erroneously reported last week. Mr. Staehle 

continues as Factory publisher while Mr. Coash takes over as pub- 

lisher of Coal Age, Engineering and Mining Journal and E&MJ Met- 
al & Mineral Markets, effective April 1. 


A woman customer of Mr. 
Southwell’s Garden Guild of 
America testified that she bought 
three rose plants for $6.25 in Sep- 


For split-second timing, Time Magazine picks 
United Air Lines’ dependable Air Freight 


You know that United Air Lines Air Freight is fast—but 


do you know how dependable it is? Here’s what the traffic 


More than 254 United flights daily 


manager of TiME Magazine says about United Air Freight: 


“Shipments on United from Chicago to New York worked 


out exactly as planned. Our operation began 10 minutes faster 


than our very best and closest calculations. Those ten 


minutes are of incalculable value to us.” 


So whatever your shipping problems . . . saving time 
or storage space, opening new markets, meeting 
stepped up competition—your local United Air Freight 
service can offer you valuable help. Offices in principal 
cities coast-to-coast. Also write for United’s new booklet, 
“Industry’s Flying Partner,” Cargo Sales, Dept. K-1, 
5959 S. Cicero Ave., Chicago 38, Illinois. 


New world-wide Reserved Space Air Freight now available to 84 countries. 


... Air Cargo on every one 


AIR LINES 


tember, 1952, expecting they 
would produce the blue blossoms, 
as advertised. 

But she told the judge—the case 
is being tried without a jury— 
that the blooms were maroon 
when they opened and faded to 
pink orchid. 


® The witness was Mrs. Selma 
Swain of suburban Berkeley, who 
said she was an experienced grow- 
er of roses and other flowers. 

Two other witnesses testified 
that they were disappointed by 
the plants they purchased, while 
two others testified that they were 
satisfied. 

E. W. Lyle, plant pathologist for 
the Texas Rose Research Founda- 
tion, testified that the “blue rose” 
advertised in St. Louis by South- 
well is known as the “Veilchen- 
blau” rose, which has been grown 
in the U. S. since 1909.. 

“It turns violet color as _ it 
fades,” Mr. Lyle, of Tyler, Tex., 
said. He challenged Mr. South- 
well’s advertising claims _ that 
blooms could be expected the first 
year, declaring the flowers appear 
the second year after planting. 


® Mr. Lyle said he had never 
heard of the “Rose of Shangri-la’”’ 
until he read advertisements by 
The Garden Guild of America. 

The witness described “Shangri- 
la” as a common variety of mul- 
tiflora rose growing about 2%’ 
tall the first year. The type blooms 
once annually, and not “from 
spring to late fall,” as the adver- 
tisements claimed, Mr. Lyle told 
the court. He added that the rose 
wouldn’t reach a height of 8’ the 
first year, another advertising 
claim. Illustrations of the “Shan- 
gri-la” showed a hybrid tea rose, 
Mr. Lyle related. 

Another prosecution witness, 
Mrs. Dillard Striplin, Litchfield, 
Ill., said two of the three “blue 
roses” she bought promptly died, 
and the surviving one bloomed 
only twice in two years. She added 
she had noted “flowers like mine 
growing wild in the country.” 

Miss Irma Reckamp, St. Louis, 
told Judge Harper that the three 
“blues” she received for $6.25 all 
died. She said she requested re- 
placements but got nothing. 

Mr. Southwell grossed $750,000 
in 18 months through extensive 
radio and newspaper advertising, 
postal officials have estimated. 


SEND 
YOUR PRODUCT 
TO COLLEGE! 


COLLEGE 
@ 
Gunter 
SAMPLING 
PROGRAM 


delivers your product to college 
and university students 


START BRAND LOYALTY ON 
THE CAMPUS — REACH 
250,000 STUDENTS 
ANNUALLY 


TRAVEL-PAX INC. 
225 Lafayette St. 
Zo N.Y. 12, N.Y. 

a WA 5-9996 
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Producers Shift 
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Within the short span of three years, 
America’s producers of building 
products have placed a new busi- 
ness magazine at the top of the list 
for their advertising investment. 
This fact, newsworthy as it is, 
comes as no great surprise. House 
& Home has filled a distinct need 
in the greatly-changed home build- 
ing field. It serves the wide business 
interests of that new group of pro- 
fessionals who, within the very few 
years since the war, have trans- 
formed home-building from an age- 
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old craft to the modern industry it 
now is. 

This new group of customers for 
building products includes the busi- 
ness men heading up today’s contract 
and operative building firms, the 
manufacturers of prefabricated 
houses, the architects specializing 
in the design of builders’ houses, 
plus those residential architects in 
the style-setting custom house field, 
realty management and salesmen, 
interior decorators, FHA-VA and 
mortgage loan officials, leading 
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Architectural Forum is not included above because it is devoted solely to non-residential building. 


dealers and distributors. Together, 
these men have taken over the lion’s 
share of today’s professional market 
—in new construction and moderni- 
zation. ’ 

Alert to new ideas and product 
developments which add saleability 
to their houses, these men naturally 
turn to the one business magazine 
written and edited expressly to their 
mutual interests... design, construc- 
tion, finance, sales and supply. 

Small wonder, then, that manu- 
facturers concerned with securing 


their full share of today’s giant $17 
billion homebuilding market, turn 
increasingly to House & Home to 
tell their products’ story. Their grow- 
ing expression of confidence, charted 
above, is one more reason why the 
fastest moving magazine in the 
booming homebuilding industry is 
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the greatest influence in homebuilding 
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in Radio City 
Don't Equal 


@ ‘the number of 
Company Presidents 


Estimated working force in all of Radio City...34,000"; 
Company Presidents who read Newsweek...49,000 


Like Radio City, Newsweek’s million circulation is 
impressive from all angles. It is America’s most 
significant million in terms of business, industry and 
family purchasing power ...in influence on the 
nation’s thought and action. 


For 95.5% of the Newsweek million are in 

Business, Industry or Government...and their 

average family income is $11,896. No other - 
magazine with a million or more circulation 

comes close on either count. 


It takes a vital and valuable editorial appeal 

to attract such an audience—and Newsweek has it. 
Newsweek gives not only the news, but the story 
behind—and an estimate of the likely outcome. 


*Source: 1955 World Aimanac 
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A Little Forbearance Needed 


A very knowledgeable business publication space salesman came 
in to say hello the other day, on his way to help put out a business 
fire. He wanted a little information, and we did our best to supply it. 

And then he went on to deliver an impromptu sermon on the need 
for forbearance in the advertising business which we thought was 
better than most sermons. So we're passing it on. 

The general tenor of his remarks was simple. A man, or a publi- 
cation, or an agency, he said, goes on its uneventful way for months 
or years. It does a good job, or at least an acceptable job. Every 
once in a while it rises to unexpected heights. It turns out a really 
sparkling piece of copy; or a truly significant story, or performs 
some service far beyond the reasonable call of duty. And occasionally 
it does someone a favor—the kind of thing it is not normally ex- 
pected to do. 

So what happens? Nothing. 

The good things, the extraordinary things, the nice things are 
taken for granted, or acknowledged perfunctorily. And then, one 
day this man, or this publication, or this agency, makes a mistake. 
Maybe it’s a human error; maybe it’s an error in judgment—or may- 
be it really isn’t an error at all but just something a particular 
somebody doesn’t happen to like. 

Then, too often, everything happens. The man, or the publication, 
or the agency, is a louse. Somebody is MAD, and makes no bones 
about saying so. He fires the man, or the agency, or cancels his ad- 
vertising in the publication. Someone is definitely in the dog house. 
The long record of doing an acceptable or a good job is forgotten. 
Just like that—poof, goes reputation and standing. Everybody’s un- 
happy, upset, excited. And to what purpose? 

Fortunately, it isn’t always like that. There are people who can 
occasionally understand the foibles of other human beings, who 
recognize that they too are something less than perfect, and that one 
misstep doesn’t add up to a way of life. 

But too often the one “bad” thing completely washes out a host 
of “good” things. There is too much heat and too little understand- 
ing. And certainly not enough of that wonderful human quality 
which goes by the name of forbearance. 


Advertising and the ‘Star’ Case 

The anti-trust case which the Department of Justice is prosecuting 
against the Kansas City Star should be watched with great interest 
by everyone in the advertising business. Its potential implications 
for the whole business are enormous and, depending on how the 
trial goes, might have serious repercussions on the whole advertising 
structure. 

At issue, either directly or by implication, are some of the most 
basic problems in advertising, business and in the over-all realm of 
American society. One of these, for example, is the extremely impor- 
tant point of the nature of newspapers themselves and the corollary 
problem of their freedom to accept or reject advertising. The recent 
Lorain Journal case seemed to indicate that a newspaper’s freedom 
to accept or reject advertising depended to some extent on the rea- 
sonableness with which this freedom was used, and this may be an 
issue in the Kansas City Star case. 

But basically, it would be sad for newspapers, for advertisers and 
for the country as a whole if any court decision were to impinge on 
the elemental freedom of the press to be the judge of its advertising 
content. Under such conditions, with newspapers and presumably 
other media placed in the position of common carriers, advertising 
and society would lose all the gains that have been carefully and 
laboriously built up ever since the days of Peter Zenger. 

No publication which does not have freedom to decide what goes 
into its advertising columns—on a reasonable and proper basis—can 
be a free part of the press, as that term is understood in the United 
States. 


“If we get those layouts out in time we can meet the rejections coming back.” 


What They're Saying 


Share-the-Program Method ‘every new development in cost- 
Could Be ‘Cooperative’ cutting methods or machinery. 

Cooperative sponsorship, wheth- | Through this study of cost-cutting 
er you call the participants alter- aids, formidable competition such 
nate-week sponsors, co-sponsors,|8S low-wage products coming 
or share-the-program sponsors, is 'from foreign countries can be met. 


a well-known facet of radio and 
television advertising, particularly 
television. These...sponsorships 
make strange bedfellows, and it} 
seems to me that with a little inge- | 
nuity on the part of the. .. Spon- 
sors, a much happier commercial 
coexistence would ensue. 

Kellogg’s Cereals, Luden’s cough | 
drops, and International shoes, 
three of the eight sponsors of 
“Howdy Doody” (NBC-TV), seem 
miles apart, but bring Borden’s, 
International Silver, Hudson pa- 
per napkins, and Janie Spot clean- 
er into the picture next to Kel- 
logg’s and I’ll put together as nice 
a cooperative plug as you ever 
want to hear. Meanwhile, Inter- 
national shoes could move over 
next to Griffin shoe polish on the 


“Imogene Coca Show” (NBC- 
TV). 
Sponsors are always talking 


about product identification, yet 
on the “Garry Moore Show” 
(CBS-TV) they think nothing of 
teaming among many other pro- 
ducts. Converted rice and Simoniz 
—a combination that literally 
takes away my appetite. I’d invite 
International Salt or Blue Bonnet 
margarine in there next to Con- 
verted rice and move Simoniz over 
near Dodge on the “Danny Thomas 
show” (ABC-TV) in place of 
American Tobacco. 

And in spite of the dunking at- 
tributes of instant coffee and foun- 
tain pens and the fact that ink and 
coffee are both black, this combi- 
nation, too, strikes me as pretty 
incongruous. So, if you suddenly 
ask someone what’s advertised on 
the “Jackie Gleason Show” (CBS- 
TV) and he says, “A _ snorkel 
doughnut that won’t get ink on 


your sleeve,” don’t blame me. 


—Jack Cluett, contributing editor, ra- 
dio and television, Woman’s Day, Feb- 
ruary, 1955, in his article “Commer- 
cial Confusion.” 


Business Press Adds 
Market Stimulus 

We know that all executives in 
our 34 plants study the news col- 
umns and advertising in the spe- 
cialized business trade papers so 


they may be aware immediately of 


Therefore, our own advertising in 
business and trade papers will 
draw customer’s attention, prompt 
their inquiries, and provide leads 
for our sales force economically 
and efficiently. Consequently, we 
plan to expand our advertising in 
the specialized business press to 
gain added market stimulus which 
will be needed during the coming 


period of tough competition. 


—Col. W. F. Rockwell, chairman, 
Rockwell Mfg. Co. and Rockwell 
Spring & Axle Co., speaking at the 
National Business Papers Silver Quill 
dinner in Washington, D. C. 


Puzzle 


A puzzle that seems continuing 
and deep to some of us is this: 
Why do so many people keep ra- 
dio or television turned on, with 
the volume up, and pay no at- 
tention to it? 

We have been in living rooms 
filled with people, with the tv set 
going like mad, and everyone 
shouting to be heard, and not too 
many hearing. Nobody either 
looked at or listened to the tv. Y@t 
the host and hostess made no move 
to shut the thing off. If this makes 
sense, what kind of sense does it 
make? 

We pause, as the service club 


speakers say, for reply. 


—Editorial in the News-Times, Dan- 
bury, Conn. 


More, Not Fewer Jobs 

We at Ford see no reason to 
fear the effects of automation. In 
fact, we think the prospect is very 
encouraging. We believe that auto- 
mation will create more, not few- 
er, jobs in industry, service and 
distribution. 

For example, the growth of 
automation is already creating new 
jobs in the electronic, machine tool 
and other industries engaged in 
building new automated factories. 
Those industries, in turn, will 
have to expand their own facilities 
in order to meet the growing de- 
mand, and that in turn will pro- 
vide the tools and plants for the 
electronics and machine tool in- 


dustries. 
—R. H. Sullivan, v.p. and group 
executive, Ford Motor Co., speaking 
before the Cleveland Society of Pro- 
fessional Engineers. 
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| Rough Proofs 


“Spectacular” used to mean an 
outdoor display, but NBC suggests 


which get top Nielsen ratings. 
» 


It’s not what you say, but how 
you say it. The critics agree Con- 
tainer Corp.’s advertising is fine, 
but they don’t advise anybody 
else to try to imitate it. 


The anti-network report sub- 
mitted to the Senate interstate 
commerce committee’ by Harry 
Plotkin is now its own hot potato, 
as Mr. Plotkin has quietly with- 
drawn from the scene. 


Things must be looking up in 
the motion picture business. 

Ned Pines is reviving both 
Screenland and Silver Screen. 


- 

The key question in the quiz to 
which the Census Bureau will 
subject cigaret smokers in a sam- 
ple study to be made shortly is, 
“Have you ever tried to stop?” 


The much maligned trading 
stamp is being brought back into 
action by Sears, Roebuck, stream- 
lined for a new and important job 
of traffic building. 


An agency looking for a crack 
copywriter says that a top salary 
and “other employe benefits” go 
with the job. 

Okay, but let’s talk about the 
salary first. 


” 

“How can the world’s largest 
volume of advertising be published 
by a newspaper in Milwaukee?” 

Maybe it has something to do 
with the fact that the world’s larg- 
est baseball attendance is also re- 
corded in Milwaukee. 


o 

Between the unions. pushing 
hard for a guaranteed annual wage 
and the dealers asking for terri- 
torial security and elimination of 
bootlegging, the automobile manu- 
facturers seem to have quite an 
interesting year ahead. 


e 

An agency looking for an “un- 
usually good artist” says it ex- 
pects him to be able to do “unique, 
fresh, dramatic, modern layout 
and design.” 

Can’t he even own a scrap- 
book? 


o 
Boston Bonnie Fisheries is fea- 
turing in its advertising an au- 
thentic mermaid, who makes it 
pretty clear why fishermen have 
always considered her an extra 
good catch. 


Directly opposite an agency ad 
which showed an irate tv fan bust- 
ing up his set because of the com- 
mercials, AA reported the case of 
a Nescafe jingle so popular that 
listeners were asking an Erie disc 
jockey to play it. 


Football, basketball and boxing 
have been getting the center of the 
stage the past few months, but Mr. 
Baseball is waiting impatiently in 
the wings, ready to step into the 
spotlight. 


Copy Cus. 
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ee 


ee 


—— a 
—~ < 
. 


Sk hy ie eee tae von pr es fa Sait i Tae ae Hin ; Teo: ry benl Es pe eee Sey ee Ze Povge A ares Nara) hing hee Oe Ae 8k a3 Poa hee “Ne ; a4 i aot : Bel ah ; a ae 
< Sk Sree SOS, oe Mi Ne as, eae ga) akon aula geri Fl Sey aig ie Mn peed ae eNO Jk Mise ae Oe BPs caer PL ae ame aa Gy Re Ie Ne eee eh ae CRM nap 5 Jeet aie © «Nem liege rel reele bracers ongenne sing Yim tes Te ese sy ea ke A ed a bas aes ate ol! Se Pat aa Ses i Ee A 
; Toy bine att Ae, Lie oe Aare tee @ Wels [yg Toes oe AO Re yee ee Pepe aye... at. Wyte nae ae a ea oh. tn OP PRR iy: SARS Phage eo REMI Paes el Ie ep aa LAS a Wa ee aie es ut Oe Pie peed ho 8 ee Re a Pa ye. 
; oes eas ee we ae ee alee Yas Give fear tnee da i sPdge hae emt so 2 hh Wh ah nae gL ee dame AT a Sage De ith. “ak Dey) amare Ape ‘Se Sa; Et ores Ae Se St gi dae a Nee Peace’ eee Tea corey 
Z 4 io ty Ze us Ha ok ae 2 ee. f He NA Fd, te A ea ve Peres: & Ce f f ae Cogn. Stan . ee ' " ais ie tat a: ; . 4 hs ot Sos" Hy WS ae oe 
BU oe we co oo Kb) ans aie <r yy ne ee Dew a ak ye FP OTS GO ee Perea rh ch hee i wee ; 5 PEE he rd be oe ae iy RIE Se Shoe ge eee fees gaa RT ee a a ee ipso Shey 
rw ane ny, oh de Bee) Be as : ay “: Brae AH SOO Bde ae Teint es ‘ lates cad) X. Beh her pf: ra Peat Sd ae oe 3 PENS ores eR ys, RP RY RNY G ‘ CEAG, MRS BS edhe. Seok arcane ae Pe a ies. 
a Sena fetes oo é ioe ee . Bes Se ra ee een eee SSG eee met eae aia FRE Ee | aes Rs aI b ANE SanaAy 
see gd beep) ado AY ‘ PA SM? soaee EA SOU apes @ Sth wy A Weaken oa Shi © SOREN APY anon or Aah eA: Eh SI a at ee ie . BS hae eeates Wickes by Mig Oey Paap cE ie ie ah Pa ‘ yatta : 
Bea CHT Mea Nien, Pings ge gon es Se ee : Sy MD Se ee Veer eat Ie he Ge” OB" 8 TO Me So Raat han Sere et re 3 SP SR ee ay EN, eT seme FES SN Me ee Pepa Or SRD i. 
a Res a ; i s . ‘ ; . 
Sa P 
\ , 
Gladys the beautiful VC Lh h t ae | 
o 
= , : en3f + 2 a = oe . . - Po 
ott (eee: eo ee Fd eee. S °e Be oe ie ey | 
og OS tS eae eee pas ae 2 > fab ot Rio ae cS beet ak ne E 
Malte: * ie aes oe Bees ee eit ee =: o) ae (oOge * tar Soa eo: * cae) | 
ae ‘Ob ap es % Pe ss 2 ¥ - |S). Ss Se | 
tat 7 von a Et as ce aa F : ae Sua Pk. Sale are Ss, | 
Pook ot 4 oo RRR Soi Bao ; RG Se) RS i, 
tee) ee ee. Fo. at mare 3 BP i rie eh ee ae Pas eae { 
Vee Ge oe i, feat fo ee < * Fs Re Bey te FS ee | 
aes o) Ea. Serre: hl lll 
Bg Oo" Sa ee cae hoes a ta ‘ me oor ee ease: | 
| be oe nef 
- ope er 4 oe eee ee See a ~ e at Pee ee UG! is 
>. 2 te ce ee ee xen? A as : Ba oo ee 
geet a - es Be 2 ee 2 oe eee by > ees, 3 | 
> jase a - 3 Pe te fee. ae mee 6 
ap yee BS P3 $ 1 de eae jc Lae ees” 
Rea re Se hal ag a Ae ee, Ph ee ee 
oh ne aoe 7 ae ie = 3 Boe a 
—— ai a ee 
ie , Ses ; a - a 2 Se ee ; i 
1, Seer th 4 wails t ee =r eae 2 Ur ee Be # “i 3 
ee aN I? Cs Sa See ee — wee } 
epee ae ah Wink OO OE 
, stat laa Ela, P eerie eet wae ao 2b ee was SS ee 
ree 4 a: ee 3 Lo peel 
SI RE SS ae a ac) ay 
TE, Pe ONE es ee ee ge my Maida. ok. ; e 
#8 oe - ee ie ae le a - 3 
oad ae cae ek sel) %S a 
CS an a oy aa rae <q ; 
2. Sr ’ : ; ‘So te ne 33 e+ 
Gane Set nn 2 wee Bei? Se : Ao, p : 
Sa); te nn tees : Sa , eae Caen : i & 
ean ca ‘ Ore ate oe 4 
BS See ae er =. ¢ ae ae : : ihe pes oe E oe © 
eS On a en ip a ane & Fs —— ae q 
SR oa ee re ae ae : *. af 
Se gah peak ee ; <a a : es $ 
OS te. i Se SR ee * bab ae e es 
Ss Cae oe Ss ia a ee ; j ee, | ae 
oa. Fe RR Sg, es oo ce ales 7 —. ee i 5 
ae oe i ae aA i a 3 . oe a oe bs ee 
en 1 OME ee a ee ee ag eee oe pes : ’ « an a? fx j 
ORGS oY Se Is ee ge F ieee ; aid rs ae as ita | 
ee. ae er pss 3 4 on He : E eee od a 
ee Bi ia ee ae, uk) que aes ee ia Sih, ae ie 
ae ES SRM a a a = RR . a aad? Ol are ra a a fy 
OA ae Bo iene Mi ae oe pia gs Wei, a anaes oS aan 
se tae ts ee . Be en ee eee 
eae ee, er ety ae dg = ee I 0 ae 
a Ga eee ee ee eo. A a ce, oe e 
ie era aS nua CO ide ka ea fe ; ( 
" 
i 
ee fl 
: 
ee | 
’ 

i 

{ 
| L) 

| + 4 

q 
b 
| 
: i 
| 
' 
. | 
| 
a 
' 
ae | 

” 

' 4 
x 

: 

| 

| i 

j 
~~ 
{ 
‘ 
| j 
| | 
} 
| ; 
f 
{ 
f 
| ; 
‘ 
{ 7 
; 
\ ' 
| 
i) 
| ee 
| is 
| 1) 
q 4 
_ % 
» § 
H a 
| . gg 
i 
W 
y 
t 
I} " 
° 
yf ’ 
J : 
y 8 
\ 

. f 
| \ 
ee ae | 

| ’ 

; 

i | 07 

ls : wit 7 : or . ote ihe gine at : . mi 

" . . un > , 4, - ‘ > * > : . a pe Wane ee 
Boe ae er aes Bie Meee hes, te ee OO i ape hed OIL aoe ate pp ee Fe Sra ae " PEt See” de at Stee gra re Uli hk. ane Lats ei Sy Ee es | alah es SE OES, a ieee ey “oo wf “ ig Be Mp aie ee Caer al $F) a age ee 
“sce. : seit & 7 : ’ “ v week WEE and ef ! a he G > Pe me ; Ny , 5 ie : ‘ ets ‘ mele ¥ ‘ - 4 
L “ten” vi , * 3 AR 5 - 2. e . . “, wy, << 3 ? aa - . La . + a aa a * ‘+ = pe, I i . Be eo S ms < : he by 3 5 é Gee. ec ee ee Y i i a's “a * ue . ns rhs <0 Sets * ~ 
nl 1% alee me 5 ned me Nee theo ue AP Se ( a Se “ emit BP Ae eee ag nt Ad ee Pe thy Ye pe a, + he Six ems 3h Pine iy bis Teh, heey Ae Vameee Wat ‘ Ce pe os a pha ERE Bahk - pg meetss ha Se ad ek se es Bree = fi srige7n : Seon a Soe ‘ Se 
TE OEE nate SANT os SOEs Sol Ro nate 0 AEA ETL 8 NT TINT TT EPR Fe, a . ie Sep ai ; ae To x tee Se he i K hake ai ar ne" af Temes * C errs pes FD eee 4 ee é wi~ are | 


eee see ree 


* 
5 
: 


THE INQUIRER is the voice on speaking terms 
with the $8.000,000,000 buying income of ever- 
expanding Delaware Valley, U.S.A. Latest Sales 
Management Survey shows effective buying 
income is already well above the national aver- 
age. And the Valley continues to grow! 


This is the valley which THE INQUIRER covers 
... intensively. This is the world’s greatest indus- 
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trial area—which recognizes THE INQUIRER 
as “The Voice of the Valley!” And in the Valley, 
THE INQUIRER is FIRST in national advertising, 
retail advertising, classified advertising and total 


ad vertising! 


Surely THE INQUIRER should be first on your 
schedule, too! 


Philadelphia Inquirer 


The Voice of Delaware Valley, U.S.A. 
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Food Sales Higher in 
DELAWARE VALLEY, 
U.S.A. 


Food sales per family in Dela- 
ware Valley average $117 
more than the national family 
average! Here, only 2.9% of 
the nation’s population ac- 
counts for 3.4% of U.S. Food 
Store Dollar Volume. 


Exclusive Advertising Representatives: 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 

Andover 3-6270 


West Coast Representatives: 


SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


DETROIT 
GEORGE S. DIX 
Penobscot Bidg. 

Woodward 5-7260 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 

Dunkirk 5-3557 
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Creating a product today takes much more than fact, that U.S. industry needed just 15 years ago. 
aman developing sketches. It takes a whole range These men make up a big new management mar- 
@ of executive-specialists—double the number, in ket—2,500,000 strong.* 


TWO BIG MARKETS: 


HICHEVER MARKET you have designs on—manage- i 
ment or consumer, or both—TIME is your best in- 
vestment for reaching your best customers. 

As the one magazine that has expanded with both of 
these markets, TIME returns 100 cents twice over on 
every advertising dollar. 

On the one hand, most of the heads of the 1,900,000 
TIME-reading families are men who manage and buy— 


: TIME to reach America’s | 
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The consumption of products is cut to a new Collectively, they are a select market of con- 
pattern, too. With many more people in better sumers—a big and growing market for every 
@ jobs, many more have bigger incomes to spend. kind of product and service. 


of best 


customers LOF the price of one! 


—in business, the professions or government. 
And on the other, their management pay checks rep- 
resent consumer purchasing power far beyond theaverage. 
To reach the best in both markets—at the price of 
only one—your best buy is TIME. 


— 


é *America’s management now numbers 2,500,000. See TIME’s new 
. Study of Executive Audiences, 


Hi big and growing audience of best customers. 
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Van Valkenburgh Named 
Douglas Van Valkenburgh, for-;tising Agency, Albany, as an ac- 
merly sales promotion manager of|count executive and creative di- 


the Albany 


joined Goldman & Walter Adver- 


Times Union, has rector. 


SAN Francisco, Feb. 8—Recent 


What 2 cpot to be Selling choe ctyings! 


Wte today For Facts and Pte Ca! 


@ reletion 


rumors that Afcor, which in the 
last couple of years has grown into 
the largest discount house in 
Northern California, is expanding 
to the East Bay were denied here 
by John Breslaw, Alcor’s presi- 
dent. The denial was made amid 
heated denunciations of discount 
operations by top labor leaders of 
the area. 

Afcor sells only to members of 
the American Federation of Labor, 
requires a membership card, and 
carries every category of depart- 
ment store merchandise except 
women’s apparel. It operates from 
an old four-floor building in San 
Francisco directly behind the Em- 
porium department store. 

The actual name of the discount 
house is American Federation 
Corp, and the word “Corp” in the 
name is not an abbreviation, ac- 
cording to Mr. Breslaw. 


i Western JAMBOREE! 


Makers of everything from shoe 
laces to automobiles are doing a fast 
cake walk these days into the vora- 
cious thick of America’s 30,000,000 
Country and Western music fans, 
Wo 


the new zine by 
the publishers of DOWN BEAT 
2001 Calumet Ave., Chicago 16 Sim 


Publishing since 1934 


Down Beat—Country and Western Jamboree—Up Beat—Beverages—Radio y 
Articulos Electricos—Radio y Articulos Electricos Catalog File—Bebidas—Bebidas 
Annual Directory—to Farmacia Moderne—La Tienda—Elaboraciones y Envases 


In SEATTLE, TACOMA and 
the PUGET SOUND AREA 


CHANNEL 
ELEVEN 


BASIC 


316,000 WATTS 


ANTENNA HEIGHT 
1000 FT. ABOVE SEA LEVEL 
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SEATTLE 


* POPULATION: 
OF ALL TV STATIONS IN THE 
FABULOUS PUGET SOUND AREA 
ONLY KTNT-TV COVERS ALL 5° 
CITIES IN ITS “A” CONTOUR 


*Seattle, Tacoma, Everett, Bremerton, Olympia 
“The Word Gets Around . . . Buy Puget Sound” 


Represented Nationally by WEED TELEVISION 
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Coast Union Leaders Call Discount House 
Threat to Workers, But Members Still Buy 


San Francisco AFL leaders have 
been upset in recent weeks by 
rumors that Afcor was planning a 
large scale invasion of the East 
Bay, with opening of a branch in 
Oakland. 


® These labor leaders declare (1) 
that Afcor “has no connection 
whatsoever with the American 
Federation of Labor” and (2) that 
the AFL is “definitely opposed 
to discount houses as a menace to 
labor and to everything that labor 
has fought so vigorously to obtain 
over the years.” 

Mr. Breslaw, when contacted by 
AA, stated that Afcor is “a pri- 
vately owned and managed mer- 
chandising institution, with strict- 
ly local San Francisco capital and 
local leadership.” 

He denied that there was any 
intent to indicate that the discount 
house was either an AFL opera- 
tion or one sponsored by the labor 
organization. He also vehemently 
denied reports that Afcor plans 
to expand. 

“We’re busy enough with our 
operation in San Francisco,” Mr. 
Breslaw declared. “We have no 
plans at all for expansion outside 
of this city. We have 12 depart- 
ments at present, all of them op- 
erating on a concession basis, and 
only lack of space is keeping us 
from handling women’s apparel.” 

When fhe rumors appeared to 
the effect that Afcor would branch 
out, Robert Ash, secretary of the 
central labor council of Alameda 
County, immediately let loose a 
blistering blast against the propos- 
al and against discount houses in 
general. 


= “We not only are vigorously 
opposed to discount operations,” 
Mr. Ash declared, “but, if Afcor 
comes into Oakland, we will use 
our union newspaper to criticize 
and to fight it in every way we 
can.” 

Mr. Ash, as well as other East 
Bay and San Francisco union rep- 
resentatives, based their opposi- 
tion to discount houses on the fact 
that “such operations by-pass al- 
ready established channels of dis- 
tribution” and thus “hurt every 
white collar man who works for a 
living.” 

The single note of neutrality 
was introduced by the Depart- 
ment Store Employees’ Union, 
Local 1100, of the Retail Clerks 
International Assn., of which John 
Biota is the secretary. This union, 
which claims to represent all de- 
partment store employes, signed a 
contract with Afcor last Oct. 14, 
the first ever signed with a dis- 
count house. 

“We have to recognize the facts 
of life,’ Mr. Biota declared. “Dis- 
count houses do exist. They hire 
people and pay wages. Our con- 
cern is not with how an employer 
prices his products, but rather 
with how he treats the people who 
work for him. 

“Our contract with Afcor is a 
good one, with good wages and 
good working conditions. But our 
signing of the contract with Mr. 
Breslaw means that we neither 
endorse discount houses nor op- 
pose them.” 


® Mr. Breslaw told AA that Afcor 
plans to get into the automobile 
sales field on a discount basis, 
“just as soon as we can work out 
all the details.” 

This brought a heated reaction 
from Jerry Rhodes, secretary- 
treasurer and business representa- 
tive of the Auto Drivers & Demon- 
strators, Local 960. 

“Although our membership is 
somewhat divided on the whole 
question of discount houses,” Mr. 
Rhodes told AA, “if Afcor or any 
other discount house in this area 
gets into automobile sales, they’ll 


Socket 


LENTEN DRIVE—This two-color ad is 
part of Smart and Final Iris Co.’s 
special campaign for its R.E.D. Sal- 
mon. The campaign will break 
March 14 in newspapers, including 
the Los Angeles Times, Herald-Ex- 
press, Examiner and Mirror, Pasa- 
dena Independent, Long Beach 
Independent Press-Telegram and 
Hollywood Citizen News. Strom- 
berger, La Vene, McKenzie, Los 
Angeles, is the agency. 


have a fight on their hands with 
me. 

“The operation of discount 
houses,” Mr. Rhodes continued, 
“is packed with dynamite for the 
white collar worker, although it’s 
true that some short-sighted la- 
bor people can’t see beyond the 
fact that they may individually 
save a few bucks by patronizing 
such places. 

“If discount houses continue 
to come into existence and expand, 
their very operation will cause 
widespread unemployment among 
the white collar workers who mis- 
guidedly think they are being ben- 
efited by cut prices. 


= “How on earth,” Mr. Rhodes 
asked, “can legitimate merchan- 
dising firms, required to pay fair 
rentals and taxes, meet their com- 
munity responsibilities and pay 
good living wages to their em- 
ployes, be expected to compete 
with discount houses which al- 
ways operate in low rent areas, 
with extremely .low overhead, 
often with less than minimum 
sales forces? 

“People who patronize discount 
houses are thinking only of them- 
selves and the few bucks they 
might or might not save. They 
don’t stop to think of the commu- 
nity as a whole or of the men and 
women who may be laid off from 
jobs with legitimate merchandisers 
because of sales lost to discount 
houses. 

“I just can’t figure out,” Mr. 
Rhodes told AA, “why the manu- 
facturers go along with discount 
houses. In the long run these 
places also will hurt the manufac- 
turers by pulling down price levels 
and in turn damaging our entire 
economic structure.” 


Advertisers Service Moves 

Advertisers Distributing Service, 
Denver, has moved to new quar- 
ters at 18 E. Second Ave. 


Juice With Milk 


Now Borden is trucking orange juice up 
from Cen. Fla. delivering it with milk on 
doorsteps daily. 

This means wider distribution and more 
customers for Florida's big crop, which was 
already profitable. 


It means more millionaires, more buy- 
ing power and bigger profits for you who 
put your ads in Central Florida's leading 
newspapers. 


There's money in Oranges and money 
a-plenty for you if you invest some in our 
growing daifies, sometimes called the 
bibles of our belt. 


Orlando Sentinel-Star 
MARTIN ANDERSEN—Editor, Owner, Ad-Writer & 
Galley Boy 
Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 
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In 1954, the Chicago Daily News ran 


0.315,562 Lines 


of total advertising 


Included in this total is a gain of 
more than half a million lines over 1953 


THE GREATEST GAIN IN 
TOTAL ADVERTISING 
BY ANY CHICAGO 
NEWSPAPER— 
MORNING, EVENING, 
OR SUNDAY, 

IN 1954 


Source: Media Records Inc. 
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Nearly Half of 
Young Business Girls 
Eat Poor Breakfast 


MINNEAPOLIS, Feb. 8—Early 
morning distemper which causes 
secretaries to bolix that important 
letter and sales girls to snarl at 
customers can probably be traced 
back to a very common disease, 
Northwestern National Life Insur- 
ance Co. says. 

The disease is lackabreakfastitis. 

A check by the insurance com- 
pany of 1,600 Minneapolis white- 
collar workers revealed that 45% 
of the women under 25 eat little or 
nothing before going to work. 

Not only is it bad for health and 
mental alertness to skip breakfast, 
the company’s family economics 
bureau says, but trying to make 
up for it with a heavy lunch makes 
one sleepy and sluggish. A moder- 
ate or light lunch following a 
starvation breakfast results in that 
late afternoon “sag.” 


= Only 23% of young business 
women eat a good breakfast— 
juice, milk or egg and cereal—the 
survey finds. Another 32% eat one 
classed as fair, e.g., two of the 
three basic items. The remaining 
45% eat a poor breakfast, or just 
coffee and roll. Yet only 8% are 
on a diet. 

Business women over 25 eat a 
slightly better breakfast, 23% eat- 
ing little or nothing, 48% eating a 
fair breakfast and only 29% eating 
a complete, balanced breakfast. 

Men’s breakfast habits are 
much better than the women’s. 
The survey found minor difference 
between men under 25 and those 
over 25. 

Of the entire group, only one out 
of six eats little or nothing for 
breakfast; 40% have a fair break- 
fast, while 44% eat a good or 
bountiful breakfast. 

Main difference between the 
two age groups is that more of the 
younger men eat good or bountiful 
breakfasts than is the case with 
the older men. 


Miss Dandie Joins Cowee 
Millicent Dandie, formerly ad- 
vertising-promotion director and 
stylist for Sanson Hosiery Mills, 
has joined Howard M. Cowee Inc., 
New York, as fashion and mer- 
chandising consultant, where she 
will work on accounts in the men’s 
and women’s soft goods field. 


RCA VICTOR 


premium or promotion 
records give you 


real personal impact 


Selling automobiles or a breakfast 

cereal? Give your sales message 

pees contact — let RCA Victor 
elp you reach the ears that bring 

results in an entirely new way with 

an RCA Victor promotion record. 

Example: Sales training, talking 

displays, direct mail that 

speaks for itself. 

Premium records? Leading firms are 

realizing increased sales with 

RCA Victor premium recordings. 

Write, wire Dept. AA-102 or phone today 

for ali the facts. 

630 Fifth Ave.,New York 20, N. Y.—JU dson 2-5011 

445 Wi. Lake Shore Dr., Chicago 11, ti.— Wiitehall 4-3215 

1016 NW. Sycamore Ave., Hollywood 38, Cal.— HOllywood 4-517! 


() Custom 
Record 
Sales 
MIS MASTER'S vOICe tuxs® 


pee 
by 
rues 


165 Dealers Name Durstine 

In reporting that the Northern 
California Chevrolet Dealers Assn. 
has named Roy S. Durstine to 
handle its advertising (AA, Jan. 
24), ADVERTISING AGE, through a 
typographical error, reported the 
number of dealers as 15. There are 
165 dealer members of the asso- 
ciation. 


Sid Dash Joins Rapid Film 

Sidney Dash, formerly with 
United Artists Television, has 
joined the sales staff of Rapid Film 


Technique Inc., New York. He will 
work in the company’s expanding 
television department. Rapid Film 
specializes in motion picture film 
reconditioning and is the originator 
of the Rapidweld process for 
scratch-removal and the Rapid- 
treat process to retard film dam- 
ages. 


Oneida Elects Robertson 

Miles E. Robertson, president and 
general manager of Oneida Ltd., 
Oneida, N. Y., has also been elected 
chairman of the board of directors. 


He succeeds Louis Wayland-Smith, 
board chairman since 1948, who is 
retiring. 


Russel Seeds Names Three 

Russel M. Seeds Co., Chicago, 
has appointed Curtis Kendall an 
assistant account executive, Ed- 
win L. Fletcher assistant research 
director and Frederick Hansen a 
space buyer. Mr. Kendall formerly 
was with John R. Rutherford & 
Associates, Mr. Fletcher was with 
McCann-Erickson and Mr. Hansen 
with Beaumont & Hohman. 


Advertising Age, February 14, 1955 
KSFO Moves Studio 


KSFO, San Francisco, has moved 
its studio to new quarters in the 
Fairmont Hotel. The station has 
appointed Dick Cook, formerly 
program director of WMPS; 
Memphis, to a _ featured disc 
jockey position. 


Mary Fulton Joins Wesley 

Mary Jane Fulton, formerly ad- 
vertising manager of Mary Chess 
Inc., New York cosmetics company, 
has joined Wesley Associates, New 
York, as publicity director. 


ne gi ee 8: ME Ue aie ig: | ore ees a ‘ Por Sime eee Beet ewe ae yg % Bee: aie nas a ae ME CSA ae A ok apes wide ie Oe eo 
Be . 
|_| 
’ |  Byr 
B 
3 a Yor 
adv 
7 The 
Mil 
sho 
Co. 
esq 
‘ , Det 
Gk 
L 
is 1 
TNE kA Prc 
a 
ction | 
nuto St c. | 
« L : 
« { 
ee, NNNUA ¥ aA 
. Pan — o— 5 < 
cence, Ae ad 4 @ 
: ve eee PRs {: ae eb f - | ay a; * 
| \i ——— ‘2 ~~ = .¢ | 
|)  aaanw) :. 
- . : aw A & 
| Pee a ESS Pe , 
SI KE ) - ¢ 4 
i | * 
| he — =z. q 
| i ‘ ———— << ee , q 
oo Pe 4 4 i eR 4 
| Ge ( AB “a jad pee be , ae Pas ge | i 
| —— — = ; hea Lr. : | 
| — oe - C's “ae | 
| Lae Ww e aan. ae f ) ‘f 
| “3 «os so EBRUARY 1955 - & Sm —° of | y 
| fa Ss ait aay ii 
| Co an Ua . = oe. wae em Hi 
: ws 2% Fe fe ‘ : 
a - . a . . o * s ry 
. . > : ie ea v F q sheets nee oe me . ‘ ‘ y J L- —, A ce ‘ \ i 
| ' * Z on a : rae ge keen ile — F ae 6 “*» ae - i \ if +e a 
| LD eRe ee : eNO Se Fea ese Sg . 
- ee es Se ee 5 oe Sa a ¢ ; al ee. aaa aa ia | 
: OS oe , . toe Pie” — , i 
ce ae By F Peres F ie ——_. 4 eb ‘ t oe . ’ e? s - Z ee ee . \ 
Vee \= CY ee “ 7 | | 
4 — a ™ wal > a F j } ae) & : f 
Ps } S ~ MEO a —_— fo i) 
TO pAY " ," om __il Papen : gl - } j - —_ es ee : A f 
one a e a _ | eo A hey ' a ; a ia 
Lay every a cou CAS - i." A ff 
, AS wut ‘5 Monet» on STYLING = a oe , 
ALL We COLOR STORY 0. geTTER —_ / > ge 
ENG! 1s of OPER , a $ rw - . pe se : sf al oc he “ail é ’ t i 
, . : , es — ~. & sie nt re e - : wee ae Pee a eer ee - % ¥ 
* i Gein le er - ; ce F <% é ao, \\ te “3 zs = jalvs a 3 = iq 
» >a — ad, A | VAY ie ~-; . A ae , | ! 
F é ; / ‘ ‘ > ri , (] 
-“ : _ a i. f ae ~ , | 
; . Phe, — é 
: ; _ Si a a ey ’ ks : j ’ 
af ° 1 “ i if 
‘ ° — —_— . a ‘ 
~ : ; Lf 
ae | 
-~ f 
ee 20 
ae ' 
4 
RADIO CORPORATION OF AMERICA REACTOR DISION. } 
SNE LOSS T LOE TOC LIE EOI A EE ALERT ( j 
‘ . j 
Z et ieee oe . ,* t i ‘ 5 : 2 ~ ' 3 5 4¢¢ °) . N 7 . : ; a @ 
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Byrde, Richard Adds Two 

Byrde, Richard & Pound, New 
York, has been named to handle 
advertising for two new clients. 
They are Herbst Shoe Mfg. Co., 
Milwaukee, maker of Child Life 
shoes, and Picturesque Hosiery 
Co., New York maker of Pictur- 
esque Magic Stitch, Ankelure and 
Debutante stockings. 


Glamur Going National 

A national advertising campaign 
is now being launched by Glamur 
Products Inc., Syracuse, N. Y., for 


\Glamur rug, upholstery and auto) Hytcehinson Station 


interior cleaners. Newspaper ad- 
vertising will be used up to pages, 
including dealer listings, in addi- 
tion to radio and television. Moser 
& Cotins, Utica, N. Y., is the agen- 
cy. 


John Wiley Joins Durstine 

John Jay Wiley has joined the 
San Francisco office of Roy S. Dur- 
stine Inc. as an account executive 
on the Chevrolet Dealers’ Assn. 
account. He was formerly with 
Ruthrauff & Ryan, San Francisco. 


Can Say It Reaches 
Wichita, FCC Rules 


WASHINGTON, Feb. 8—The Fed- 
eral Communications Commission 
said last week that it sees no reason 
why KTVH, Hutchinson, Kan., 
should not be permitted to adver- 
tise the fact that it serves the 
Wichita area. 

A protest had been filed by 
KAKE-TV, Wichita, which pointed 


out that the KTVH transmitter is| 


35 miles from Wichita. But the 
commission found that Wichita is 
within KTVH’s Grade A service 
area. 


a “The commission is not unmind- 
ful of the competitive situation 
which exists between broadcast 
stations in the various markets 
throughout the country,” the deci- 
sion said. “Nor is the commission 
unaware of the practice, long fol- 
lowed in the past, of stations in 
small markets identifying them- 
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selves in their advertising with 


‘nearby larger markets. Such ad- 


vertising identifications may or 
may not constitute misrepresenta- 
tion, depending on the facts per- 
taining in each case. In the present 
case, KTVH is providing television 
service in the Wichita area, al- 
though it is required to limit its 
station identification to Hutchin- 
son. That rule does not prohibit 
KTVH from advertising its serv- 
ices to the Wichita area.” 


National Key Co. Merges 

National Key Co., Cleveland, and 
Signa-Craft Inc., New York, have 
merged their operations. Corporate 
structure of both companies will be 
maintained, and no change in sales 
and manufacturing policies of the 
two companies is planned. 


Eustace Joins Remington 

Frank A. Eustace, formerly with 
Bostwick Chemical Co., has joined 
Remington Hardware Co., Wood- 
mere, N. Y., as general sales man- 
ager in charge of sales and adver- 
tising activities. 


The Golden Belt's 
ONLY 


Morning-and-Sunday 


Newspaper 


Folks in the News and Observer 
area spent over $295 Million* 
for retail goods last year. 
That's ONE-THIRD of the N. C. 
total! The market's No. 1 Sales- 
maker will help you get your 
share of sales in this pros- 
perous area. 


*(N. C. official Sales Tax Figures, 12 mos. 
ending 6/30/54) 


119,747 Morning 
129,607 Sunday 


(ABC Publisher's Statement, 9/30/54) 


foe -Rahiah Wie 
‘News and 
Observer 


MORNING & 


. «SUNDAY 


RALEIGH, N. C. 
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So There You Are 


And there he is, right where he belongs, in the TOP TEN 
and getting bigger every week. 


The George Gobel Show on the evening of January 8 was 
seen in 13,184,000 homes, according to the latest Nielsen 


Reports, 


You can’t very well call him Lonesome George, either — 
he’s surrounded by friends from NBC. Of the ten evening 
programs that drew the greatest audiences, NBC has 
six —twice as many as the second network. One of them 
was the Max Liebman Spectacular “Good Times,” which 
reached 12,596,000 homes to maintain the consistent 
Top Ten ratings that the NBC 90-minute color shows 


are achieving. 


And the highest rated show of all during the two week 
period was an NBC Special Event — the Rose Bowl 
Game. This New Year's Day feature won a rating of 55.5 
and was seen in 17,072,000 homes—the largest audi- 


ence ever to witness a sports event. 


In the daytime the pattern was the same . . . dramatic 
achievements by NBC shows. Pinky Lee (15.6, highest 
in its history); World of Mr. Sweeney (11.3, in its first 
Nielsen rating ); Modern Romances (10.9, another peak 
mark). In all, 6 NBC daytime programs vaulted to 
new highs. 


And “Tonight” wrapped up each broadcast day by 


delivering advertisers an average of more than a million 


homes for each half-hour segment. 


So There You Are! 


Exciting Things Are Happening On 


Groucho Marx—You Bet Your Life 
The Buick-Berle Show 


Dragnet 
The George Gobel Show 


- me 1955 Variety Show 
Te ! ev i Ss l oO n Max Liebman Presents “Good Times” 


NBC Shows in the Top Ten 


14,262,000 homes 
13,248,000 homes 
13,188,000 homes 
13,184,000 homes 
13,165,000 homes 


12,596,000 homes 
| ) ‘iuleiaaan oe) An NBC Special 
) Rosebowl Game _ 17,072,000 homes 


Source: Nielsen first January report, 1955. 
All data verified by A. C. Nielsen Co. 
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successful advertisers know 


DAVENPORT NEWSPAPERS 


are FIRST in advertising lineage 
in the $443,975,000 
QUAD-CITY MARKET 


AND ALL IOWA 


MORNING DEMOCRAT, 
Evening Daily Times 
Sunday Democrat & Times 


i iti lowa; 
Serving the Quad-Cities of Davenport, ; 
Rock Island, Moline and East Moline, IHinois 


HEADQUARTERS: Davenport, lowa 
Represented Nationally by Jann & Kelley, Inc. 
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Congressman Asks 
Probe of Radio-TV 
‘Bait’ Advertising 


WaAsHINGTON, Feb. 8—Mounting 
irritation over radio and tv “bait 
advertising” erupted on the House 
floor last Thursday, when Rep. 
Isidore Dollinger (D., N. Y.) in- 
troduced a resolution calling for 
an investigation of “electronic 
hucksters.”’ 

The investigation, to be con- 
ducted by the House interstate and 
foreign commerce committee, is 
supposed to determine what can 
be done to curb ads that offer 
famous-name items at low prices, 
as a means of getting a salesman 


into the prospect’s home. Rep. 
Dollinger said the salesman usual- 
ly comes with an appliance that 
works poorly, and tries to upgrade 
the sale to an expensive model. 

He said he would like to know 
how extensive the practice is, and 
what the industry is doing to deal 
with it. 


Rexall Drug Names Cornelius 

John C. Cornelius of Minneapo- 
lis, formerly exec. v.p. in charge 
of the western offices of Batten, 
Barton, Durstine & Osborn, has 
been appointed a director of Rexall 
Drug Co. Mr. Cornelius was top 
executive on the Rexall account 
from 1948 until his retirement from 
the agency Jan. 1. He had been 
with BBDO 20 years. 


A few useful facts you might like to 


Pn, 


know about THE NEW YORKER y 


1 eee 
over 1,400 in 1954. 


2 eee 
over 10,000 in 1954. 


4... 


it serves more advertisers than any other magazine—~ 
it publishes more advertisements than any other magazine— 


it carries more pages of retail- advertising than any other magazine. 


it ranks first among all magazines in many classifications of 


advertising: for exdiiliple, Travel, Hotels and Resorts; Magazines, 
Newspapers and Other Media; Liquor; Cosmetics 


and Beauty Aids} ete, 


it has publi over 80,000 pagel advertising since 1925— 


second only to the Post in total volume during this period. 


6... infiniti: high in 1954 in total number of edvertiaine 


pages (4,186 P.1B.) and in dollar volume. 
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NEW YORKER 


; | NO. 25 WEST 43rd STREET, NEW YORK 36, N. Y. 


307 NORTH MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 


'».. Sells quality in quantity 


Advertising Age, February 14, 1955 


Too Much ‘Schmaltz 
and Spinach’ in New 
Designs, Loewy Says 


NEw York, Feb. 8—Some Amer- 
ican business men are introducing 
new products with an over-abun- 
_dance of “parasitic ornamentation, 
schmaltz and spinach,” Raymond 
Loewy charged last week. 

And furthermore, said the in- 
dustrial designer, American indus- 
tries are close to the “saturation- 
by-schmaltz breaking point.” 

He imparted the warnings at 
the second annual new products 
seminar of Hilton & Riggio, New 
York ad agency. 

American business, constantly 
searching for new customers in 
new price lines, he said, too often 
changes the appearance of a prod- 
uct without actually changing the 
product’s value in function or 
quality. This means, he said, “ul- 
cers for the designers and bad de- 
sign for the public.” 


= “Very often,” he asserted, “de- 
signers are required to turn the 
trick of reading value into a prod- 
uct by its appearance only. This 
value may degenerate into para- 
sitic ornamentation, schmaltz and 
spinach.” 

He said that product and pack- 
age face-lifts based on subtrac- 
tions are better than ones calling 
for additions: “It is easier to sim- 
plify a die than to make it more 
complex; we believe that simplifi- 
cation, whether of appearance, 
method, or divorce laws, is always 
an improvement.” 

Another speaker, Ernest Dichter, 
president of the Institute for Re- 
search in Mass Motivations, Cro- 
ton, N. Y., gave his explanation of 
why four out of five new products 
fail, despite technological excel- 
lence and careful engineering. 


® “It’s lack of dream fulfillment,” 
he said. “Many manufacturers have 
no conception of the psychology of 
presenting new products. Because 
a new product is a new psycholog- 
ical experience for the consumer, 
the manufacturer and his adver- 
tising agency must overcome a 
whole series of psychological hur- 
dles. Oftentimes the only way a 
manufacturer can overcome con- 
sumer resistance to a new product 
is by presenting it to him as the 
fulfillment of a dream.” 

Charles F. Nickel, buyer for the 
Brooklyn and Long Island grocery 
chain of H. C. Bohack Co., waved 
a fact sheet and said that anyone 
who wanted to sell him new prod- 
ucts would have to answer the 44 
questions on the sheet. 

Some of the questions are: What 
margin of profit will it produce? 
Was it supported by consistent ad- 
vertising? Was it tried in a satis- 
factory trading area? 


Schwemmer Named Chairman 


Fred M. Schwemmer, v.p. of 
Ruthrauff & Ryan and a member of 
the management committee, has 
been appointed general chairman 
of the annual meeting of the Drug 
Industries Proprietary Assn., to be 
held at the Greenbrier, White Sul- 
phur Springs, W. Va., May 22-25. 
Mr. Schwemmer heads up the drug 
group at R&R. 


HAMILTON WRIGHT 
ORGANIZATION, INC. 


SAYS v0 


We Get 25% More 
Clippings From 


? 


ESTABUSHED 1888 
PRESS CLIPPING BUREAU 


BArclay 7-537! 
165 Church Street New York 7, N. Y. 
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In any market one newspaper is Newspaper Number One. In San Francisco and northern California, it's The Examiner . .. first in news, circulation and advertising. 


January Circulation: Daily over 225,000, Sunday over 500,000, The San Francisco Examiner is represented nationally by Hearst Advertising Service. 
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Dichter’s Consulting 
Price Is High, but — 
He Says It’s Worth It 


New York, Feb. 8—What does 
it cost to use the services of Dr. 
Ernest Dichter’s Institute for Re- 
search in Mass Motivation? 

Irving Gilman, director of the 
institute’s special projects division, 
quoted some figures today in a 
talk to the League of Advertising 
Agencies and the figures seemed 
to dismay most of his listeners, 
who represented small agencies 
handling clients with small bud- 
gets. 

Mr. Gilman said the minimum 
fee is $500 for a day’s consultancy. 
This would involve little or no 
field research on behalf of the 
client. 


® For a project involving limited 
field research, the beginning fee 
ranges from $1,000 to $2,000—and 
the price goes all the way up to 
$25,000 for intensive studies. 

These quotations produced no 
cheer among the League members, 
some of whom pointed out to Mr. 
Gilman the limitations of their 
clients’ budgets. 

Mr. Gilman asserted, however, 
that motivation research is worth 
the cost because it puts companies 
“on the right track.” As an ex- 
ample, he cited the case of the 
manufacturer who pays $24,000 
for a page in Life—money which 
he said is wasted if the ad doesn’t 
use the right approach to the con- 
sumer. 


® Mr. Gilman said the institute 
works on an annual consultancy 
basis with some agencies and 
manufacturers. He told AA later 
that Dr. Dichter now has such ar- 
rangements with 11 agencies, 
serving, in effect, as their moti- 
vation research departments. He 
also told AA that “we prefer to 
work with the most creative agen- 
cies.” 

He reported that the institute’s 
billings are increasing all the 
time. He said the institute now 
has 46 employes at its Croton-on- 
the-Hudson headquarters—“30 of 
them professional people.” 

“We are not in conflict with ad- 
vertising agencies,” Mr. Gilman 
reassured the League in his talk. 
He explained that the legitimate 
province of the advertising agency 
includes copy, art and quantitative 
research. 


® What the institute is trying to 
do, he explained, is “to codify into 
a science what advertising has 
been trying to do for years intui- 
tively.” 

Mr. Gilman stressed that the 
consumer is “only rarely moti- 
vated by logical, sound reasons.” 
More often than not the consumer 
is activated by irrational ideas, he 
said, and only depth interviewing 
can bring out these ideas, which 
are usually hidden and not ac- 
cessible to quantitative interview- 
ers. 


® Mr. Gilman said the very crea- 
tivity of an agency can be harm- 
ful if consumer motivation re- 
garding a particular product is not 
understood. He pointed out that 
the tea ads prepared by Leo Bur- 
nett Co. a few years ago failed 
because the art and copy—al- 
though brilliantly done—only re- 
inforced the consumers’ associa- 
tion of tea with sickness. He said 
that it was the institute which 
came up with a whole new ap- 
proach for the Tea Council, in- 
cluding the slogan, “Take tea and 
see.” 

He said Dr. Dichter’s research 
organization is now conducting 
similar tests for a leading coffee 
association. Mr. Gilman reported 
that the institute is also working 
on a series of training films for 


Chrysler. 


NON-COUNTER CARD—Changing a counter card used by Eclipse Lawn 
Mower Co., Prophetstown, IIl., into a card which fits onto the ma- 
chine itself has resulted in greater use and effectiveness of this 
point of sale device. Many hardware dealers have no counters at 
all, and even if they do, lawn mowers are not displayed near them. 
The simple new device gives the machine’s sales points and also has 
a pocket for sales literature, closely integrated with the machine 
itself. Biddle Co., Bloomington, IIl., the Eclipse agency, worked out 
the adaptation from the counter unit, at left above, to the present 
unit, at right. 


Ohio Wine Trade Study Out 


The Bureau of Business of Ohio 
State University, Columbus, has 
published “The Wholesale Wine 
Trade in Ohio,” an analysis of the 
market and operating practice of 
wholesale wine merchants. The 
booklet, written by William R. 
Davidson, associate professor of 
business organization, Ohio State 
University, contains 94 pages, 15 
tables and 12 charts and forms. 
Copies may be obtained for $1.50 
each from the Bureau of Business 
Research, Ohio State University. 


Strickland to ‘Hotel Monthly’ 

R. Wilson Strickland has joined 
the staff of Hotel Monthly, Evans- 
ton, Ill, as promotion and re- 
search manager. He formerly was 
an assistant editor of Chemical 
Processing. 


Royal & de Guzman Adds One 

Scientific American, New York, 
last with St. Georges & Keyes, has 
named Royal & de Guzman, New 


York, to handle its advertising 
promotion. 
Fourth Quarter, 1954 
N. C. Rorabaugh Co. 
*No. of *No. of 
Advertiser Schedules Stations 
Procter & Gamble ........ 24 491 
Brown & Williamson 
Tebrercco CO. cccccccscocecece 6 422 
National Biscuit Co. .... 10 262 
General Motors. ............ 1 228 
Colgate-Palmolive Co. .... 19 205 
R. J. Reynolds Tobacco 
Co. 5 197 
General Foods ..............+. 18 191 
Ford Motor Co. ......... 6 184 
Bulova Watch Co. ........ 1 168 
Miles Laboratories ........ 3 162 
National Carbon Co. .... 3 156 
Block Drug Co. ........... 1 139 
Grove Laboratories ........ 3 131 
E. |. du Pont de 
Nemours & Co. ........ 5 128 
Chrysler Corp. ........... 5 127 
Carter Products ............ 11 123 
nee 3 117 
Vick Chemical Co. ........ 11 115 
B. T. Babbitt Co. ........ 3 110 
Peter Paul ine. ............ 3 103 
Chesebrough Mfg. Co. .... 3 101 
Northern Paper Mills .... 7 96 
Maybelline Co. ........... 1 93 
Sea 12 91 
J. A. Folger & Co. ........ 3 88 


* These compilations rate advertisers strict- 
ly in terms of total number of stations 
used. Totals were computed by adding 
individual totals of all schedules for each 
advertiser. This report covered national 
and regional spot business on 232 tv sta- 


tions. 


Ads Will Stress 
Use of Lemonade 
As a ‘Fun Drink’ 


Los ANGELES, Feb. 9—The an- 
nual advertising campaign of Cali- 
fornia Lemon Products Advisory 
Board for frozen lemonade will 
run from May through September, 
using general and women’s service 
magazines and a major push in 
Sunday newspaper color comics. 

The copy will be aimed at 
boosting frozen lemonade as a 
“between-meal, refreshing, fun 
drink” for the whole family. This 
theme results from a_ recently 
completed motivation survey by 
the board’s agency, McCann- 
Erickson, Los Angeles. It revealed 
consumers do not think of lemon- 
ade as a with-meals drink. 

This year’s advertising also will 
give greater emphasis to “Califor- 
nia” as a source of lemons. This 
subordinate theme was developed 
as a result of the survey’s dis- 
closure that most consumers do 
not know that lemons come from 
California. 


® The Sunday comics campaign 
will run in 97 newspapers. Life 
will carry a weekly schedule of 
color pages and b&w quarter 
pages, May 9 through Sept. 5, and 
two four-color pages will appear 
in Look. 

The women’s service magazines, 
in which schedules also begin in 
May, are Good Housekeeping, 
Ladies’ Home Journal, McCall’s 
and Woman’s Home Companion. 
The campaign will be promoted 
to the trade via schedules in Su- 
permarket News, Progressive 
Grocer, Chain Store Age, Food 
Topics, Super Market Merchandis- 
ing, Nargus Bulletin, Quick Fro- 
zen Foods, Frosted Food Field and 
Frozen Food Age. 


National Biscuit Plans 
Name the Puppy Contest 

The special products division of 
National Biscuit Co., New York, 
will open a two-month Shredded 
Wheat “Name the Puppy” contest 
Feb. 18 on “The Adventures of 
Rin Tin Tin” (ABC-Radio and 
ABC-TV). Fractional page ads 
will start Feb. 27 in Puck—The 
Comic Weekly. 

First prize for naming Rin Tin 
Tin’s puppy will be a 10-day vaca- 
tion for the winner and two 
friends at the noted dog’s ranch, 
plus a Hollywood vacation for the 
winner’s parents. The agency is 
Kenyon & Eckhardt. 


Combining Media 
Is Best Ad Medium, 
CBS’ Karol Says 


Los ANGELES, Feb. 9—Adver- 
tisers who think they have a good 
cost-per-thousand buy on televi- 
sion should take a look at radio. 

This is the advice of John Karol, 
v.p. in charge of sales for CBS 
Radio, in. a speech prepared for 
delivery here this week before the 
Hollywood Ad Club. 

“Just last month I was reading 
a sales pitch for a Monday-Friday 
daytime television program. This 
promotion piece made quite a bit 
out of the fact that the cost-per- 
thousand homes of this great fran- 
chise was far lower than the aver- 
age daytime costs of all the other 
television networks,” Mr. Karol 
says. 


® “In fact, the cost-per-thousand 
was only a little more than six 
dollars. At that same time we had 
one Monday through Friday day- 
time strip available. Its cost-per- 
thousand was $1.48...The cost- 
per-thousand of our most expen- 
sive nighttime strip—truly a star 
attraction—is hardly half of that 
great economy cost of television 
of more than six dollars.” 

This is not to say that Mr. Karol 
thinks an advertiser should buy 
only radio. On the contrary, he 
feels: 

“T am firmly convinced that in 
almost all cases, the best advertis- 
ing medium is a combination of 
media. I am sure that any medium 
ean find examples of how it alone 
or virtually alone, produced as- 
tounding sales results. But in the 
more than 25 years I’ve been in 
this business, I’ve observed that 
generally it takes more than one 
medium. 

“And as new media are added 
to the media list, our expanding 


Advertising Age, February 14, 1955 


economy supports them. There 
was a radio newcomer, then tele- 
vision, soon color television and 
there will probably be something 
else after that.” 

Mr. Karol objects strenuously 
to the people who insist on writing 
radio’s obituary while the medium 
is still very much alive. “Nor 
should you get the idea that we 
are close to starvation,” he points 
out. “Last year our own network, 
for example, grossed over $54,- 
000,000 in time sales, which keeps 


it high up in the cash register % 


hierarchy of all media.” 


TV AD SPENDING HIT 
$900,000,000 IN ‘54 

WASHINGTON, Feb. 11— Adver- 
tiser expenditures for tv time, 
talent and production amounted to 
about $900,000,000 in 1954, accord- 
ing to estimates in the 20th semi- 
annual edition of “Television Fact- 
book,” published today. This com- 
pares with $610,500,000 in 1953, 
and $1.5 billion forecast by the 
“Factbook” for 1955. 

The new edition brings up to 
date rate cards, staff and owner- 
ship data for 427 U. S. and 25 
Canadian stations on the air, plus 
complete network cards, personnel 
listing, etc. Other features in- 
clude reference tables on adver- 
tisers, agencies, manufacturers, 
program producers, engineers and 
attorneys, unions, research ser- 
vices, community antenna systems 
and trade associations. “Factbook” 
estimates consumers have spent 
$13.5 billion to buy and maintain 
33.5 million tv sets in the past nine 
years. 

“Factbook” is published by 
Television Digest, Wyatt Bldg., 
Washington (432 pp. $4). 


Wertheim Moves Office 


E. Taylor Wertheim Advertis- 
ing, New York, has moved to new 
quarters at 347 Madison Ave. 


National Nielsen Ratings of Top TV Shows 
Two Weeks Ending Jan. 8, 1955 
All tigures copyright by A. C. Nielsen Co. 


TOTAL HOMES REACHED Homes 
Rank Program (000) 
1 Rose Bowl Game (Gillette, 
NBC) ..17,072 
2 1 Love Lucy (Procter & Gamble, 
CBS) 213 
3 1 Love Lucy (Philip Morris, 
CBS) 15,825 
4 You Bet Your Life (DeSoto- 
Plymouth, NBC) .........cseseeeee 14,262 
5 Toast of the Town (Lincoln- 
Mercury Dealers, CBS) ........ 14,229 
6 Disneyland (American Motors, 


American Dairy, Derby Foods, 

ABC) ..13,609 
7 Buwick-Berle Show (NBC) ............. 13,248 
8 Dragnet (Chesterfield, NBC) ....13,188 
9 George Gobel Show (Pet Milk, 


NBC) 13,184 
10 1955 Variety Show (Lewis Howe 
Co., NBC) 13,165 


* Percentage of homes reached in area where program was telecast. 


Videodex Network TV Ratings 
Week of Jan. 3-9, 1955 


Copyright by 


Homes 
Rank Program (000) 
1 Dragnet (Liggett & Myers, NBC, 
DEE CIIBOED - cccncctccrivccccccccscceeses 10,787 
1 Love Lucy (Philip Morris, CBS, 
136 Cities) 9,811 
You Bet Your Life (DeSoto-Plymouth, 
NBC, 138 Cities) 9,567 
State of the Union Message 
(175 Cities) yee 9,308 
Disneyland (American Dairy Assn., 
American Motors Corp., Derby 
Foods, ABC, 142 Cities) .... 8,713 
6 George Gobel (Armour & Co., 
Pet Milk, NBC, 100 Cities) .... 8,487 
7 Toast of the Town (Lincoln-Mercury 
8 


Seen eee eeeeeeeeeeeeeeeeeees 


see eeeeeeeeeeeeeee 


a » & NWN 


Dealers, CBS, 123 Cities) .... 8,326 
Ford Theater (Ford Dealers, NBC, 
164 Cities) 8,023 
9 Best of Broadway (Westinghouse, 
CBS, 94 Cities) 7,923 
10 TV Playhouse (Goodyear Tire & 
Rubber, Philco, NBC, 107 


Cities) 


eee eecerenseseeeees 
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PROGRAM POPULARITY* Homes 
Rank Program 
1 Rose Bowl Game (Gillette, 
ED sceibaiihcrabeasesevocsvesssteeconecse 53.5 
2 | Love Lucy (Procter & 
SNE MIDS sosvecseseresccesciccevesses 54.7 
3 1 Love Lucy (Phillip Morris, 
CBS) 52.4 
4 Disneyland (American Motors, 
American Dairy, Derby Foods, 
ABC) .. 47.8 
5 Toast of the Town (Lincoln- 
Mercury Deolers, CBS) ............. 47.7 
6 You Bet Your Life (DeSoto- 
a 46.9 
7 Dragnet (Chesterfield, NBC) ........ 44.3 
8 Buick-Berle Show (NBC) ................ 44.0 
9 1955 Variety Show (Lewis Howe 
CA, AED. Sectstsctstlaicinenionsicere 44.0 
10 George Gobel Show (Pet Milk, 
PBT) nccccccceccecceccevccesensccsccssoscosoces 43.7 
Videodex Inc. 
Homes 
Rank Program % 
1 Dragnet (Liggett & Myers, NBC, 
BE ED | saedunssaisiiendsvibiisecseses 8.0 
2 1 Love Lucy (Philip Morris, CBS, 
oe aa ee 34.8 


3 You Bet Your Life (DeSoto-Plymouth, 


Pee UO CUBE) cncicsiccccciceese 33.3 
4 George Gobel (Armour & Co., 
Pet Milk, NBC, 100 Cities) ...... 31.1 
5 State of the Union Message 
CIE Gan -einenbueibabinnsevocscevsavese 30.6 


6 Toast of the Town (Lincoln-Mercury 
Dealers, CBS, 123 Cities) ........ 30.1 
7 Disneyland (American Dairy Assn., 
American Motors Corp., Derby 
Foods, ABC, 142 Cities) 
8 Best of Broadway (Westinghouse, 
CBS, 94 Cities) 29.4 
9 Stage Show (Schick, Nescafe, 
Sheaffer Pen, CBS, 102 Cities) ..28.7 
10 1955 Variety Show (Tootsie Roll, 
NBC, 111 Cities) 
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AT&T Creates New Postwar Position 


to Merchandise Its Services to the Public 


NEw YorK, Feb. 8—American 
Telephone & Telegraph Co.’s post- 
war expansion program has 
reached a point where the com- 
pany feels that it must now active- 
ly merchandise its services. 

It has created a new position in 
the company, namely, v.p. in 
charge of merchandising, and 
Bartlett T. Miller, formerly v.p. 
in charge of public relations, has 
been appointed to do the job. 

Mr. Miller’s former post has 
been filled by Sanford B. Cousins, 
former president of Northwestern 
Bell Telephone Co. Mr. Miller has 
been a v.p. of AT&T since 1948. 
He spent most of his career in 
New England, and was formerly 
v.p. and general manager of the 
New England Telephone & Tele- 
graph Co. 

At the end of World War II, Mr. 
Miller told AA, the telephone com- 
pany had a backlog of 2,100,000 
orders for telephone installations. 
Since 1945 it has added 22,000,000 
telephones, which doubled the 
number of phones in service from 
22,000,000 to 44,000,000. The over- 
all backlog has been reduced to 
200,000. By 1965 it is expected that 
there will be a minimum of 55,- 
000,000 telephones in use. 


s When World War II ended 65% 
of the 22,000,000 telephones were 
dial. Today, 83% of the 44,000,000 
phones are dial. Within five years 
it is expected that the percentage 
will be 95%. 

Expenditures for new construc- 
tion during the nine postwar years 
have averaged $1.2 billion a year. 
It will be close to $1.4 billion this 
year. 

For the first time in more than 
ten years the telephone company 
finds itself in a position where it 
is able to begin to think about 
merchandising its multiple serv- 
ices to the public. All of the local 
Bell subsidiaries of AT&T main- 
tain sales forces. The total is about 
7,000 people. 

The new merchandising division 
of AT&T, Mr. Miller said, will 
function as a staff operation. It 
will undertake research, accumu- 
late data on the experience of the 
subsidiary operating companies, 
furnish assistance and advice to 
the sales staffs of the operating 
companies, and coordinate the 


3.6% 


GAIN 
in Circulation 
in 12 months 
The 
MERIDEN RECORD 
and 
MERIDEN JOURNAL 
continually on the upswing 


YOU can COVER 
The Meriden-Wallingford 


Market of 60,000 persons 
with an 
ABC Circulation of 
24,357* 


NO other combination of 
newspapers makes an 
impression on the thriving 
industrial communities of 
Meriden and Wallingford. 
To SELL the 
Meriden-Wallingford 
market—You MUST use the 
Meriden Record 
and Journal 
Represented nationally by 


Gilman, Nicoll & Ruthman 
*ABC Pub. 9/30/54 


sales pians and facilities of the 
entire system. 


s AT&T, Mr. Miller said, feels 
that it has fallen behind in mar- 
keting methods because of the 
tremendous backlog of business 
that built up during the war years. 
It was in no position to merchan- 
dise its services. Now that it has 
caught up with demand, to a large 
extent, it plans to do something 
definite about such things as sub- 
stituting phone sets of different 
colors for the conventional black 
sets that have been in use for 
many years. The new sets, avail- 
able in several colors suitable for 
the modern decor in homes and of- 
fices, are lighter, somewhat small- 
er, and, presumably, offer some 
advantages over the conventional 
set. But they need to be “merchan- 
dised,” Mr. Miller said. 

In addition, party lines have 
been a source of annoyance to 
many telephone subscribers. The 
company hopes to reduce the 
number of party line subscribers. 
This, too, will require merchandis- 
ing. 


= Mr. Miller also plans to review 
AT&T’s advertising program. But 
he emphasized that no radical 
changes are contemplated. AT&T 
currently sponsors the “Telephone 
Hour” on 197 stations over NBC 
Radio, and uses 369 magazines for 
a continuing good will advertising 
program. N. W. Ayer & Son is the 
agency. Each operating company 
handles its own ad program. 

No major increase in the com- 
pany’s advertising program is con- 
templated at this time, Mr. Miller 
said. 

The new merchandising divi- 
sion will also specialize in three 
major areas, Mr. Miller said. 

1. It will undertake a new anal- 
ysis of the company’s market po- 
tentials. 

2. It is expected that it will be 
able to develop some new market- 
ing techniques specially applicable 
to the problems that confront the 
telephone company. 

3. It will establish liaison be- 
tween the operating companies 
and the Bell Laboratories and 
Western Electric Co. for more 
thorough dissemination and inter- 
pretation of technical information, 
and to make known to the techni- 
cians in the research and manu- 
facturing units data that the oper- 
ating companies’ sales staffs de- 
velop in the field. 


# For several months, at least, 
Mr. Miller said, the work of the 
new division, necessarily, will 
have to be experimental because 
of the ramifications of a business 
which supplies multiple services 
to millions of customers. In addi- 
tion to business and residential 
users of the telephone, the tele- 
phone companies render radio- 
telephone service to ships at sea; 
mobile telephone service to trains 
and automobiles; radio relay sys- 
tems which beam radio and tele- 
vision programs across the coun- 
try; teletypewriter service to news- 
papers and businesses, and many 
other special services. 

All of these will receive the at- 
tention of the new merchandising 
division, which expects to develop 
new merchandising techniques that 
have not been tried before. 


CBS Film Names Bariley 


| CBS Television Film Sales has 
| appointed Anthony C. Bartley, 
| head of Jersey Productions, Lon- 
'don, its foreign sales-production 
'representative. Mr. Bartley will 
shave the dual assignment of han- 
dling overseas sales and producing 
‘new series for the syndication by 
‘CBS Film. 
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PRODUCT 
BE IN HERE 


YOUR STORY 
SHOULD BE 


It sells for you all year long 
because it’s referred to all year 
long by 41,000 subscribers—your 
prime prospects in car and truck 
dealerships and factories. 


Service managers, parts managers, 
presidents or owners and 

factory executives refer to 
AUTOMOTIVE NEWS 
ALMANAC throughout the year 
for the authoritative information 
they need—new product and 

new model data, statistics, charts, 
graphs, historical data. And 
these are the readers who buy, 
sell, recommend, specify, your 
type of product or service. 


Closing date, first forms, March 15, 1955. 
Publishing date, April 25, 1955. 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


Place your advertisement where 


it will speak for you all year long 
in the AUTOMOTIVE NEWS 


DETROIT 26, MICHIGAN 


PENOBSCOT BUILDING ° ALMANAC for 1955. 


a 


ate " Chicago—J. Goldstein, Western Manager, 360 N. Michigan Ave., 
REPRESENTATIVES |‘ 


Angeles—R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
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Magazine Bureau Adds Four 


Four additional publishing com- 
panies have become supporting 
members of the Magazine Adver- 
tising Bureau, New York. They 
are Dun’s Review and Modern In- 
dustry, Elks, Family Circle and 
Reader’s Digest. MAB now is sup- 
ported by 19 publishers of nearly 
40 consumer magazines. 


EENY...MEENY 
--»- MINEY...MO 


Is this the way some pick their sup- 
plier for you. We suggest you check 
say P. his ability, with our free samples 


eens esr ors ems ers 
WALK advertising typography 


11 E. HUBBARD ST., CHICAGO 11 e MO 4-6134 


Charleston Rubber Appoints | 

Charleston Rubber Co., Charles- | 
ton, S. C., has appointed Adver- 
tising Service Agency, Charleston, 
to handle advertising for both its 
industrial and linemen division. 
The company makes rubber 
gloves and other products to pro- 
mote safety in industry. A media 
schedule, beginning in late Feb- 
ruary, will include Agricultural 
Chemicals, Chemical & Engineer- 
ing News, Food Engineering, Metal 
Finishing, Modern Sanitation, Na- 
tional Safety News, New Equip- 
iment Digest, Occupational Haz- 
ards, Products Finishing, Safety 
Maintenance, Sanitary Mainten- 
ance and Southern Chemical In- 


dustry. 
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maher Down Beat—Country and 
publications 


THE CANTERBURY PRESS 
2001 Calumet, Chicago 16, Ill. 
Publishing since 1934 
Western Jamboree—Up Beat—Beverages—Radio y 


* Articulos Electricos—Radio y Articulos Electricos Catalog File—Bebidas—Bebidas 


CBS Names Eliasberg, 3 A.E.s 
4 ‘ AMERICA’S BUYERS 


Annual Directory—La Farmacia Moderna—tLa Tienda—Elaboraciones y Envases 
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Katz Family Buys Second | 
Racine Luggage Company | 

Benjamin S. Katz, formerly 
president of Gruen Watch Co.., | 
and his family have purchased a 
second Racine, Wis., luggage firm, 
Wheary Inc. The Katz family, last 
month bought Hartmann Luggage 
Co. Wheary will be operated as a 
division of Hartmann; its plant 
will be closed and its facilities 
moved to the Hartmann factory. 
George H. Wheary Jr., president 
of the company, will become pres- 
ident of the Wheary division. 

Three former Gruen officials 
have joined the combined luggage 
company: Abraham S. Braude, 
v.p. of marketing; Henry Dorff, 
v.p. in charge of advertising and 
sales promotion, and Jay F. Rus- 
sell, director of the market re- 
search department. 


Jay Eliasberg, formerly research 
director of ABC Radio, has been 
named research projects supervi- 
sor of CBS Television, New York. 
CBS Radio has added three new 
account executives to its network 
sales staff. They are Cornelius 
Knox, formerly with NBC; How- 
ard Cann, formerly with Mutual 
Broadcasting System, and Stanley 
Bogan, previously with The 
American Weekly. 


Screen Gems Names Wechsler 

Robert Wechsler has resigned 
as a promotion account executive 
at Benton & Bowles to join Screen 
Gems, New York, tv film produc- 
er-syndicator, as sales promotion 
manager. 


You stare at dancing lint . . . your 
mind is a balloon of blacks and blurs 
and dull aches . . . you purposely grope 


itself, fast. Theme: (BLANK) 


at tangents hoping to find a right slant 


. +. you face it — you’re stumped! 


Yau wipe a cool sponge across the 


black chalk dust of 
all over. Review the 


A practical, low-cost, money-saving 
that assembles duplicate 
sheets into sets . . . generous quantities 
and now the theme: 
(BLANK) (BLANK) (BLANK) 


product... 


of features... 


your mind. Start 
facts. 


(BLANK) 


Try a different approach. What’ll it 
do for YOU. Time required cut by 80%. 
No personnel “raiding” to disrupt office 
routine. No mad scramble to meet last 
minute deadlines. No errors. Pays for 


plete the cycle 


Collator. Write 


/) Col haters ’ ‘Sere: 


50 Church Street 


Dept. Z New York 7, N. Y. 


(BLANK), Almost .. . but not enough. 
Stumped. Stumped. Stumped. 


THAT’S IT! 


Agency-man or advertiser, ask your- 
self if this happens in your shop: A 
RUSH! The stenotype records the dicta- 
tion . . . the typewriter cuts the stencil 

. . the automatic mimeo rolls out the 
copies . . . then the collating — the old- 
fashioned hand gathering. The 
RUSH??? STUMPED!!! 


Why lose out on overall time savings 
because of one obsolete method? Com- 


office-machine efficiency with a Thomas 


a helpful analysis sheet today. 


(BLANK) 


of today’s mechanized 


for free literature and 


aod 
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Network Gross Time Charges, 1954 
Source: Publishers Information Bureau 
NETWORK RADIO 


Dec. Dec. Jan.-Dec. Jan.-Dec. 
1954 1953 1954 1953 
American Broadcasting Co. ........ $ 2,365,762 $ 2,854,169 $ 29,051,784 $ 29,826,123 
Columbia Broadcasting System .... 4,273,131 5,554,313 54,229,997 62,381,207 
Mutual Broadcasting System ...... 1,570,561 2,145,329 20,345,032 23,176,137 
National Broadcasting Co. ........ 2,977,773 3,630,971 34,014,356 45,151,077 
WO ois ctccarclntsicets ekveantannde $11,187,227 $14,184,782 $137,641,169 $160,534,544 
NETWORK TELEVISION 
Dec. Dec. Jan.-Dec. Jan.-Dec. 
1954 1953 1954 1953 
American Broadcasting Co. ........ $ 3,994,832 $ 2,619,862 $ 34,713,098 $ 21,110,680 
Columbia Broadcasting System .. 15,060,653 10,381,879 146,222,660 97,466,809 
DuMont Television Network ........ 1,457,436 1,617,058 13,143,919 12,374,360 
National Broadcasting Co. ........ 13,047,419 10,062,808 126,074,597 976,633,807 
SNE. | dcccei lies eatdncin $33,560,340 $24,681,607 $320,154,274 $227,585,656 
NETWORK RADIO TOTALS, 1954, BY MONTHS 
ABC CBS MBS NBC Total 
DOOR oscssiciadiccivian $ 2,830,654 $ 5,166,174 $ 1,896,925 $ 3,391,873 $ 13,285,626 
Feb WONG  cecsiscssss cece 2,494,737 4,749,512 1,783,452 3,176,849 12,204,550 
OO EE weer 2,764,547 5,456,351 2,034,961 3,639,278 13,895,137 
BNL. Savavacsoketingectisn 2,367,636 5,044,943 1,891,998 2,962,839 12,267,416 
a 2,307,029 5,116,152 1,908,198 2,780,725 12,112,104 
aid ea 2,405,994 4,181,677 1,558,196 2,618,614 10,764,481 
TUE autceckescecttscvichinws 2,098,823 3,821,234 1,481,767 2,127,192 9,529,016 
ENON sisteandscessdcdeass 2,160,025 3,844,135 1,491,503 2,075,531 9,571,194 
September .............. 2,267,810 4,055,869 1,523,161 2,598,635 10,445,475 
ae eae 2,506,929 4,132,445* 1,572,042 2,738,231 10,949,647* 
November _.............. 2,481,838*  4,388,374* 1,632,268* 2,926,816  11,429,296* 
December ............... 2,365,762 4,273,131 1,570,561 2,977,773 11,187,227 
TFs sc nininccieted $29,051,784 $54,229,997 $20,345,032 $34,014,356 $137,641,169 


NETWORK TELEVISION TOTALS, 1954, BY MONTHS 
ABC 


CBS DuMont NBC Total 

ING >. sescesusiniae $ 2,780,574 $ 10,713,329 $ 1,445,608 $ 10,116,937 $ 25,056,448 
February ............ 2,502,372 9,965,481 1,108,157 9,368,148 22,944,158 
ED. > ccksutonesonges 2,640,699 11,379,631 1,205,526 10,981,690 26,207,546 
Aa eens 2,554,484 10,921,640 1,068,374 10,802,535 25,347,033 
et 2,411,656 11,488,168 988,350 11,033,987 25,922,161 
EE “ss chsdcdehdnkdeeed 2,317,879 11,448,180 778,920 9,990,729 24,535,708 
IU uicincssareiaohineces 2,310,281 11,861,534 623,455 8,149,533 22,944,803 
OS ee 2,514,815 12,275,908 820,633 8,057,484 23,668,840 
September .......... 2,660,601 12,936,020 802,721 9,798,774* 26,198,116* 
ee 3,890,802 13,985,922* 1,447,411 12,370,228* 31,694,363* 
November _.......... 4,134,103 14,186,194* 1,397,328 12,357,133 32,074,758* 
December _.......... 3,994,832 15,060,653 1,457,436 13,047,419 33,560,340 

WE Sovtvcacscrnes $34,713,098 $146,222,660 $13,143,919 $126,074,597 $320,154,274 


*Revised as of Feb. 2, 1955. 

NOTE: In order to maintain continuity and comparability with previously published 
data, an adjustment factor of 1.817 has been used by PIB in calculating gross time 
charges for those nighttime programs where ABC Rate Card No. 6 was in effect. 


Official Adds Office, Appoints 
| Official Films, New York, has 
opened a regional office in Den- 
| ver. Manager of the new office is 
Barney Mackall, formerly with 
Ziv Television Programs. The tv 
film company has named Jack 
Garrison midwestern sales mana- 
ger and Frank O’Driscoll eastern 
sales manager. Mr. Garrison will 
continue to work from the St. 
Louis office, and Mr. O’Driscoll 
will move from Detroit to New 
York. 


Fiberglas Name 
Gets Emphasis in 
$3,000,000 Drive 


TOLEDO, Feb. 8—Owens-Corning 
Fiberglas Corp. will spend more 
than $3,000,000 on advertising and 
promotion this year in what is 
called the biggest campaign in the 
company’s 16-year history. 

Emphasis in the campaign, ac- 
cording to P. J. Fluge, advertising 
manager, will be on the Fiberglas 
name. Thus, in the kick-off ad, a 
color spread in Life Feb. 7, half of 
the space was devoted to a blow- 
up of the Fiberglas logo. 

Corollary goals will be to (a) 
get the Fiberglas label on as many 
finished products as possible ahd 
(b) control the name by “keeping 
it from appearing on inferior pro- 
ducts.” 


® Consumer advertising will be 
based on Life, where 16 color 
spreads and pages will be run, 
Better Homes & Gardens, where 
facing vertical half-pages will be 
used, and NBC-TV’s “Today.” 
Twelve other consumer magazines 
will be used, including Farm 
Journal, House Beautiful, House & 
Garden, The New Yorker, Sunset | 


Magazine, U. S. News & World Re- | $30,000,000 WORTH OF 
port and Yachting. 


Main products to be promoted in| CLOTHING is 


the consumer campaign will be manufactured Annually 
.. NO. 1 in the State 


fabrics, appliance and _ building 


insulation, screening and dust-| 
stop filters. A newspaper campaign | 

An Independent Newspaper 
Morning and Sunday 


will be used to promote the latter 
El Paso Herald-Post 


two products. 
To contend with the fact that 

A Scripps-Howard Newspaper 

Evening 


more than 30,000 different pro-| 
ducts carry the Fiberglas label, | 

TWO Separate Newspapers 
- 30° Line BUYS BOTH! x 


NATION S 


LARGEST TRADE TERRITORY 


IN EL PASO 


Owens-Corning is investing heavi- | 
ly in trade advertising, with more | 
than 60 business and industrial | 
papers scheduled for monthly or 
bi-monthly insertions. Point of| 
sale and direct mail materials will | 
also be used intensively. 

McCann-Erickson, Detroit and 
New York, is the agency. 
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PARADE OF LEADERS... the publications most readers prefer is the 
most profitable for you. Concentrate in the recognized |eaders. The Journal, largest of the women’s books . . . Life, 
mightiest of the mass weeklies . .. Time, No. 1 in the newsweekly field . . . Farm Journal, first with rural readers . . . 
and TRUE, America’s largest selling man’s magazine! |{ you have a product for men, it belongs in TRUE. Guaran- 
tee, 1,750,000 ABC .. . A Fawcett Publication, New York, Detroit, Chicago, San Francisco, Los Angeles. 
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Robert Rogers Co. Moves 
Robert L. Rogers Co., Seattle, 

merchandising displays, has moved 

to new offices at 1320 Sixth Ave. 


\ ... PHOTOGRAPHY 
Dave Kleiman Qeudios 
‘CENTRALLY LOCATED 


62 E. LAKE ST., CHICAGO 1 
ANdover 3-0430 


You Ought to Know . 


Elizabeth Heitner is advertising 
manager of Chivas Bros. Import 
Corp., U. S. importer and distrib- 
utor of Chivas Regal and Royal 
Salute Scotch whiskies, an affili- 
ate of Distillers Corp.-Seagrams 


| Ltd. 


Unless the records are wrong, 


she is the only woman advertising | 
manager of a major liquor com- | 


pany. (There is at least one wom- 
an ad manager of a major wine 
distributor.) 

She really loves her job. “It’s 
a fascinating business,” she in- 
sists, “and not at all disreputable.” 

She is also president of the New 


WHERE THERE'S 
SMOKE there’s action! = 


See 
ieee 
—___— 
eee 


—s_ oo SoS SS _— 


And you get lots of action when 


you let this three-way combination 


carry your sales message into the 


big-earning, free-spending homes of 


America’s Industrial Heart. It’s 


express train service to results. 


Make your reservation now! 


seWSAL ue rs 
couWOKV ce 


The KATZ 
CHARLESTON, W. VA. 


“WSAZ-TV 


CHANNEL 3 BASIC NBC NETWORK 
. MAXIMUM: POWER — 
f HUNTINGTON-CHARLESTON, 


e Elizabeth Heitner 
ae 


“Fascinating business—not at all 
disreputable ..” 


York chapter of the Women’s 
Assn. of Allied Beverage Indus- 
tries, only national women’s or- 
ganization in the alcoholic bev- 
erage industry, which stands for 
“moderation by word and exam- 
ple; licensing of only orderly 
places of business and strict ob- 
servance and enforcement of the 
law.” 

Libby Heitner began life 44 
years ago in Passaic, N. J., where 
she still lives with her mother— 
now in her eighties, still active 
and an avid baseball fan—and a 
sister, Alice, who is in the elec- 
tronics business. 


® Following her graduation from 
Montclair High School, Miss Heit- 
ner attended the Katherine Gibbs 
Secretarial School in New York. 
She entered the business world 
as a stenographer in the advertis- 
ing department of Crowell-Collier 
Publishing Co. 

Not content to be just a sten- 
ographer, she left the publishing 
business in 1930 to work for Wil- 
liam A. White & Sons, a real es- 
tate and management company. 
There, for four years, she says, she 
was “a sort of jack or jill-of-all- 
trades.” The “trades” included 
handling some of the company’s 
classified advertising and real es- 
tate listings. 


© as 7 


RELIANCE EE. 


The modern interior lighting and public 
address system of this mobile unit make 
it ideal for use as a combined exhibit 
booth and field conference room. 


It has flexible power steering, power 
brakes, a complete auxiliary heating 
system and air-conditioning. 


It is in excellent condition and can be 
yours as of February 1. Attractive lease 
arrangement to complete contract. 


Inquiries for further details should be 
directed to: 


Advertising Department RELIANCE 


1088 Ivanhoe Road e 


35-FOOT 
' AIR-CONDITIONED 
DISPLAY BUS 
AVAILABLE 


Are you looking for something different 
in a mobile display unit? We have an un- 
usually well-equipped and fitted bus avail- 
able for use as a traveling exhibit. 


When prohibition was repealed, 
Libby Heitner decided that the 
newly legalized liquor industry of- 
fered great possibilities for those 
who got in on the ground floor. 

She entered the liquor business 
‘as secretary to Howard H. Hoyt, 
ithen eastern division manager of 
|'Gooderham & Worts, affiliate of 
Hiram Walker. In 1938, when Mr. 
|Hoyt became general sales mana- 
‘ger of Seagram Distillers Corp., 
Libby went along with him. 


® The following year, Mr. Hoyt 
resigned. Miss Heitner had to de- 
cide whether or not to stay with 
the Seagram organization. She 
stayed, and says she’s never re- 
gretted her decision. She became 
secretary of Philip J. Kelly, v.p. 
of Carstairs Distilling Co. 

In °46, when Mr. Kelly joined 
Lennen & Mitchell, Libby accom- 
panied him into the agency, which 
handled the Carstairs and Calvert 
accounts. The following year, Mr. 
Kelly resigned to become adver- 
tising director of National Distill- 
ers Products Corp., and she went 
with him. 

She didn’t stay in the agency 


aay public if it hopes to maintain its 
|market position.’ Scotch whisky, 


b 
“T’ve only been an ad manager for, 
6 Oris” “0 
magazines and seven liquor in- J 
dustry business papers. But Chivas ' 
Regal, a 12-year old Scotch, whichyv 
retails for about $8 a fifth, is ins 
short supply. Currently only 75,000 
cases a year can be shipped into + 
the U. S. market. (The company’s ' 
Royal Salute, a 2l-year old Scotch © 
packaged in Royal Doulton flag-'> 
ons, retails for $25 a fifth. A lux-»? 
ury item, limited in supply and °: 
demand, no advertising is being © 
used to promote it.) 


-_ 


® But, Miss Heitner says, Chivas 
is building for the future. As she ; 
explains to retailers who complain 

about the advertising, “the com- 2 
pany has to keep its name and the 
prestige of its product before the 


a 


— 


particularly Chivas Regal, will ¢ 
continue in short supply, she ! 
says, until at least 1960. 

Outside of business, Libby Heit- 


/ner’s favorite forms of relaxation 
are golf and bridge. She likes put- ¢ 
‘tering in her garden, swimming 


“The agency business is too rine 


ti - She likes a highball on occasion, : 
a. 


hours. “We don’t serve office cock- | 
; 434? ° ° 
business, she says, because “it’s | tails, even though we are in the 


too hectic.” ‘liquor business,” she says. 


When Mr. Kelly left National | 


Distillers, Miss Heitner stayed) ter of the Women’s Assn. of Allied / 


and motoring. r 


but seldom drinks during business ~ 


As head of the New York chap- © 


until August, 1951. At that time! 


she rejoined Mr. Kelly when | 


on as secretary to R. E. Joyce, v.p., | Beverage Industries, she gives a | 


handle advertising details. “I’ve 


Electric & 
Engineering Company 


Cleveland 10, Ohio 


‘Lynn Baker Inc. 


the Chivas Bros. Import Corp. 
was formed, with Mr. Kelly as 
v.p. and managing director. 

In all of these jobs she had to| 


had my nose in advertising since | 
I started working,” she says, and | 
insists that she “learned advertis- | 
ing by osmosis.”’ She admits, how- 


|good deal of her time outside of 
| business to association work. 
| “We are working to maintain 
the benefits of a legal, orderly 
liquor business,” she says. “Our 
members—in 38 chapters in 20 
'states—have pledged themselves 
to interest all women, in and out 
“ve learned advertising by osmo- of the industry, in the benefits of 
: ia legal control. We are trying to 
sis... poe 4 ; 
build public support against un- 


; fair and discriminatory social and 
ever, that she has “picked up 4 jegisjative action. 


, And we are 
lot of the tricks-of-the-trade from | working to encourage moderation, 
a good many talented people.” | 


cooperating with other groups fo1 

the betterment of local communi- 

® Although she has had a hand | ties.” 

in Chivas Regal advertising from 

the beginning, she says she doesn’t Weiss Has Visking Plastic 

deserve any of the credit for it. A story in AA last week incor- 

She gives that to Mr. Kelly and rectly listed the Visking Corp., 

the import company’s agency, |Chicago, plastics division as an ac- 

/count of C. Wendel Muench & Co., 
“I’ve only been an ad manager | instead of Weiss & Geller, Chicago. 

for a year,” she says. Her biggest) Muench handles the Visking non- 

problem, she finds, is to soothe | woven cloth division advertising. 

the feelings and answer com- 

plaints of dealers who can’t seem ‘Bride-To-3Be’ Gets Office 

to understand why the company | Curtis Publishing Co. has leased 


continues its advertising when the|a floor in a new building at 460 
supply of Chivas Regal is limited.|Park Ave., New York, for the 

The advertising runs on a reg-/|editorial and eastern advertising 
ular schedule in eight national! staffs of its new Bride-To-Be. 


“We don’t serve office cocktails...” - 
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Necchi-Elna Sets 
$4,500,000 Drive, 
Jealer Bond Plan 


NEw York, Feb. 8—Necchi-Elna 
>ewing Machine Sales Corp. plans 
» Spend $4,500,000 this year in 
iagazines, tv, radio, newspapers, 
powerful” merchandising and dis- 
slays aimed at helping dealers 
»at their sales quotas. 
The company said about $1,800,- 
00 would go into women’s serv- 
‘e and mass magazines; another 
1,800,000 in newspapers, including 
inday supplements, and the re- 
.ainder into tv, display and mer- 
nandising. Local tv programs will 
Ye used during the first half of 
the year. Necchi “hopes a national 
’ program can be developed” for 
ext fall. 
A dealer security program, in- 
Yolving debenture bonds for 2,300 
tranchised dealers, was also an- 
nounced. The program permits 
dealers “to build up reserve funds 
or themselves and their families 
#or emergencies, education of chil- 
gren, and retirement.” 


| The bonds, drawing 4% interest 
ompounded semi-annually after 
naturity at three years, will be 

iven to dealers on the basis of a 
ales quota system retroactive to 

an 1}, 1955. Bonds will be ob- 
ained on each machine sold by 

ealers. A $5 bond will go for a 
aachine sold within a quota, and 

10 for a machine sold above the 

ealer’s quota. 

“As an example,” said the com- 
pany, “a dealer selling somewhere 
xetween eight to 15 machines a 
ionth can build up a nest egg over 

period of years. Say he sells 50 

1achines more than his 100 an- 

nual quota and receives as a re- 
ult a $1,000 bond. If he continues 

doing the same each year for 20 
ars, he will have accumulated 
20,000 in Necchi-Elna debenture 
onds.”’ The bonds, with interest, 
‘ould then be worth almost $30,- 
00, it was said. 

Necchi has also started a deal- 
grs’ sales contest offering $150,000 
1 prizes and running until July 

1. Grand prize winners will be 
ligible for a Cadillac, 14 Ford 
ars, seven mink stoles, seven $1,- 
00 savings bonds, and seven Bell 
< Howell movie cameras and 
projectons. 

Grey Advertising is the agency. 


lational Can Purchases 
lacitic Can for $19,000,000 

National Can Corp., Chicago, has 
yurchased Pacific Can Co., San 
rancisco, in a $19,000,000 trans- 
action which makes National third 
argest producer in the industry. 
The big two are American Can 
_nd Continental. The purchase was 
financed largely through borrow- 
ing from institutional investors. 

Robert Solinsky, National’s pres- 
ident, will be president and chief 
executive officer of the combine, 
and E. F. Euphrat, formerly Pa- 
cific’s president, will be board 
ehairman. Pacific’s other top man- 
agement will remain unchanged. 
National’s sales in ’54 were $40,- 
000,000, and Pacific totaled $32,- 
000,000. American Can reported 
$660,000,000 and Continental, 
$554,000,000. 


BBDO Names New V. P. 


Herminio (Travie) Traviesas, 
radio-tv account executive on the 
American Tobacco Co. account, 
has been elected a v.p. of Batten, 
Sarton, Durstine & Osborn, New 
York. He has been with BBDO 
since 1950. 


WGBS-TV Appoints Nashick 
Robert Nashick, formerly direc- 
‘or of radio and tv exploitation for 
M-G-M in New York, has been 
1amed promotion and advertising 
manager of WGBS-TV, Ft. Lau- 


'Schenley Offers to Buy 
Outstanding P&T Stock 


Schenley Industries, New York, 
has made a public offer to buy all 
outstanding shares of Park & Til- 
ford Distillers Corp., at $43 a 
‘share. This is the same _ price 
Schenley paid for the 176,184 
shares of Park & Tilford stock 
purchased in January from the 
Schulte family (AA, Jan. 10), 
which represented about 70% of 
the common stock outstanding. 

The current offer expires Feb. 
28 unless extended. P&T reported 
loss in 1954 of $1,139,288. In ’53 
its earnings declined to 34¢ a share 
from $1.28 earned in ’52. 


Breyer, Rose to Fairfax 
Donald A. Breyer and Norman 
Rose have joined the Hollywood 
office of Fairfax Inc. as v.p. and 
copy chief, respectively. Both held 
similar positions at Doyle Dane 
Bernbach Inc. Mr. Breyer, who was 
formerly a principal in Factor- 
Breyer, will bring along to Fairfax 
a number of accounts which he has 
been handling at Doyle Dane. 
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Dine with a Dagger ¢ 


OF COURSE NOT. There’s a right way to do any 
job. And the right way to reach the $8,000,000,000 
military consumer market is through advertising in 
media published expressly for the U.S. Armed 
Forces and their families. Of all such publications, 
your best advertising buy is the TIMES Network 
... Tops in circulation and economy. 


[x MARKET DATA booklet, rates and How-to-sell information 
yours for the asking. Call or write today. 


3132 M St. N.W., Washington 7, D.C. 
U.S. OFFICES: Boston, Chicago, Detroit, Los Angeles, 
New York, Philadelphia, San Francisco 

FOREIGN OFFICES: Casablanca, Frankfurt, London, 
Paris, Rome, Tokyo 


ARMY TIMES ¢ AIR FORCE TIMES * NAVY TIMES 


(Members: Audit Bureau of Circulations) 


THE AMERICAN DAILY + THE MILITARY MARKET 


(With Weekend Edition in Europe) (Monthly magazine for Military Buyers) 


derdale, Fla. 


These days, you have to get off your * 
to move merchandise. 

That’s why, in Philadelphia, 

the DAILY NEWS is such a help. 

In DAILY NEWS-LAND, well-paid workers 
who go out and bring home the bacon, 
bring the DAILY NEws home, too. 


PHILA 


DAILYZJ\INEWS 


Hitch your wagon to a rising star! 


NEW YORK: William A. Maher 
415 Lexington Ave., Murray Hill 2-9197 


you have to 
get off your 


More and more Philadelphians 

are reaching out for our bright 

evening tabloid because it glistens 
with features, sparkles with life. 

Once they look at all three, 
Philadelphians stay with the bright one! 


That’s why, in Philadelphia, 
only one paper is growing while 
the other two decline. 


Philadelphia! 


‘LPHIA 


*K only the DAILY NEws has kept pace 
with Philadelphia’s hefty population 
growth. ABC figures reveal that 

since April, 1948 (when all Philadelphia 
papers went to 5¢) the Inquirer has 
lost 10.8% in circulation, the Bulletin 
is down 10.0%. While the other two 
decline, the DAILY NEws has gained 14.1%. 
So as we say: In Philadelphia, 

only the DAILY NEWS is growing. 


DETROIT: Charles J. Sheppard 
1061 Penobscot Bidg., Woodward 2-3080 


CHICAGO: J. J. Twomey 
333 N. Michigan Ave., Andover 3-5270 
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EY TV GUIDE + 


TV GUIDE is a different kind of national magazine. It is edited for 


the local television family market. It provides a complete program 
information service, using more space per program, offering more detail, 


than does any other publication. 


Because TV GUIDE’s primary service is strictly local, it is published ¢ 
in 32 separate editions. These editions now serve 111 of the 165 : 
standard metropolitan markets, include complete program information ) | 
for 235 stations. The local program sections are edited and printed 


locally and bound into the National Feature section. 


news stories, articles, and reviews about television. It is printed 


The National Feature section offers accurate, concise, well-written 
| 
by rotogravure, in the world’s most modern gravure plant, 


capable of finest color reproduction. | 


Thus TV GUIDE represents a new concept in magazine publishing. 
The national-local setup provides new, effective means of promotion 
not previously available to advertisers. Take the campaign 

N. W. Ayer prepared for A.T. & T.... 


CHICAGO PHILADELPHIA DETROIT SAN FRANCISCO 
Ave. 6 N. Michigan Ave. 302 N. 13th St. 76 W. Adams Ave. 821 Market St. 
: RAndolph 6-9470 LOmbard 3-5588 WOodward 2-5115 YUkon 2-0166 
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|KIND OF MAGAZINE 


A. T. & T. delivers 189 different sales messages throughout 
the country in a single issue of TV GUIDE. 


ae 
= 


Average Circulation 


First four isswes 1955 ». . 2,900,000 


First four issues 1954). JM... 2,122,000 


A one-year gain of " ' 778,000 


A. T. & T.’s problem is... 


@ to cover selected markets 


eto quote rates for individual cities 


eto stress the economy of Long Distance 
e after G6 P.M. weekdays 
e all day Sunday 


A.T. & T. solves this problem with advertising in TY GUIDE, by... 


e inserting a set of seven ads, one for each day’s listing in the 
program sections of each of TY GUIDE’s 32 regional editions. 


e quoting rates from cities within each edition’s coverage area. 


e positioning ads on pages carrying evening and Sunday listings. 


Only TV GUIDE can do such a job so effectively and economically—and this is just one 


example of the many ways in which TV GUIDE’s unique flexibility can be used to sell goods 
and services to millions of T'V families. 


America’s Television Magazine... 
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Business Paper Success Story... 


Flyboys—and Advertiser—Like 
Girls in Industrial Advertising 


DALLAS, Feb. 8—Cheesecake and 
industrial advertising, say indus- 
trial admen, are no more compati- 
ble than a wife and a secretary 
meeting while wearing identical 


minks. 


But women and airplanes have 
gone together like ham and yams 
ever since flyboys were called 
birdmen and took to wearing 
white silk scarfs. So it can be ex- 
pected that if anyone were to get 
good results using pretty girls 
with industrial copy, it would be 
an aviation company. 

Southwest Airmotive Co., located 
appropriately at Love Field here, 


* SOR RRERER Aiie 


| lnecommpeire ible 


- a prety git 


pe 4th ot 


Raanman gs Pin 
what 


A Sussex, England, reader com- 
mented: “Your advertising ap- 
peals to two classes of people— 
those with good and those with 
bad memories. The bad memory 
ones will always remember a good 
figure and the good ones remem- 
ber the facts.” 

A California-based naval avia- 
tion commander wrote, “If other 
advertisers knew how many of us 
leaf through the dry, technical 
pages of publications... waiting 
for that one bright moment when 
a pretty girl smiles up at us from 
your ad, there’d be some changes 
made.” 

A more dispassionate evaluation 


of Southwest Airmotive advertis- 
‘ing was made in an American 
Aviation readership study. Steph- 
en R. Kent, the magazine’s adver- 
tising director, wrote to the Don 
Baxter Agency, which has the ac- 
count: 


| . 
iu | “In answer to the question, 


laceomparabic 


i The Pie Torkeauhip Tn 
t hey the Blectrical Shop Hm 
at Seuthwent Airmative 


F soutnwest ATR MOTIVE COMPANY 
Scoala 
Cee ae 


IMCOMPARABLE—First of the four 

series said only that a pretty girl 

and Southwest Airmotive services 
are both “incomparable.” 


has done just that. It recently be- 
gan running its fourth annual 
series of plane and girl ads in 
business papers. 


= But, emphasizes Al Harting, ad 


director of the aircraft supply and_| : 


maintenance organization, the girls 
are not classic cheesecake models. 
Instead, each is “the type girl the 
reader might conceivably picture 
himself holding hands with.” 

Reader interest is best illustra- 
ted by some of the testimonials 
that accompanied requests for re- 
prints of the ads. A 1953 offer 
brought 6,000 letters, plus phone 
calls and personal visits. Last 
November a very brief mention of 
a new book brought 2,000 requests 
almost immediately. 

With a budget of $27,500, South- 
west Airmotive uses a highly spe- 


cialized media list in keeping with | 
its targets; people who influence | 


the care and feeding of planes. Six 
aviation magazines are used and 
all ads are b&w. Full pages are 
taken monthly in Air Facts and 
Flight and half-pages in American 
Aviation, Aviation Week, Flying 
and Skyways. 


#® A photo of the featured girl 
dominates each ad. Copy is direct 
and uncomplicated; one series was 
built on the theme that a pretty 
girl is “incomparable,” and so is 
Southwest Airmotive’s service. 

Apparently both art and copy 
sink into readers’ minds, if letters 
accompanying requests for re- 
prints are a guide. 

The chief sales engineer of an 
aircraft manufacturer wrote: 
“Ever since you started your ads, 
I have been trying to warp an 
itinerary through your town and 
hope I can make it in the near fu- 
ture.” 


‘Which company’s advertising in 
‘American Aviation do you notice 
most often? (Please try to answer 
from memory.),’ out of 245 com- 
panies whose advertising has ap- 
peared during the past 12 months, 
Southwest Airmotive ranked sixth. 
It was a write-in, not a check-off, 
question, and I believe the stand- 
ing of your advertising is quite ex- 
/ceptional.” 


| 

‘= Mr. Harting, obviously quite 
happy with the report, told AA, 
“We feel we’re entitled to pride in 
'this record, especially since we 
‘compete for attention with avia- 
tion’s best-heeled advertisers, with 
their imagination-confounding 
spreads showing weird supersonic 
flyin’ machines and other such 


staggering achievements, some- 
times in color... .” 
He also commented, “Featuring 


pretty girls certainly is no novelty, 
the success of our campaign stem- 
ming rather from the dreary ab- 
sence of femmes in the aviation 
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MOODBEAMS—Opening shot in the 

latest series was this “girl next 

door” who delivered a Christmas 
greeting. 


trade publications. In other words, 
it’s not so much what we’re doing 
as where we're doing it.” 
Southwest Airmotive advertising 
is directed to a specialized group 
of individuals. The market of the 
23 year old company is nationwide, 
and its promotional efforts are 
beamed primarily to pilots and 
owners of corporation aircraft; to 
the military, with whom it has en- 
gine overhaul and aircraft refuel- 
ing contracts, and to airlines and 
aircraft maintenance companies, to 
which it distributes products of 
some 25 major manufacturers, 


tunelsinwd mcllinery for centuries 
have celebrated Hallowern 
doing Lary %& acd <ping, powered 
ney by supersonic broomutichs. 
Coming im fot + aver S-puint leading 
is Sally Taptor, 12-44", 120 De, 
dive eres, blonde hais 
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TWO OF A KIND—Typical of Southwest Airmotive’s pitch to fliers are 

these ads from the “Facts & Figures” and “Model Performance” 

series. Name and personal data of the models, but no bust-waist- 

hips spec, are given to build closer identification between readers 
and the girls. 


The campaign started three 
years ago with a $12,500 budget. 
The first “Incomparable” series 
went over so well that it was fol- 
lowed by “Facts & Figures,” 
“Model Performance” and finally 
by the latest group of girls in the 
“Moodbeams” ads. 

Mr. Harting says the series was 
developed this way: 

“T consulted closely with the 
late Bob Cain of the Don Baxter 
Agency here in an effort to come 
up with a stopper which, regard- 
less of size, would make a pilot 
(our primary target) flip the page 
back for a double-take. We pon- 
dered all sorts of weird gimmicks 
and discarded them because they 
were gimmicks, and nothing more, 
affording little or no opportunity 
for sensible product tie-in. 

“T hit on the girl angle, almost 
in desperation, and we agreed to 
give it a year’s whirl experimen- 
tally.” 


= From the start, unknown girls 
were featured instead of profes- 
sional models. 


This presented | 


problems for Mr. Harting, agency | 


men and photographers, the Photo 


Associates and Tom Collins stu-| 


dios, whose intentions were some- 
times misunderstood when they 


approached prospective models on | 


sidewalks. 

Objectives in planning each se- 
ries, then and now, he said, are: 

1. Dignity, style and class in 


| 


\layout, design and in the appear- 


ance and pose of the girl. “Our 
first ads, the ‘Incomparable’ se- 
ries, were certainly our most dig- 
nified, but even in the more recent 
ones we think we’ve hit an ac- 
ceptable happy medium.” 

2. Warmth and personalization. 
“We want the photos and the girls 
to look like real girls-next-door.” 

3. Simplicity—clean, direct, un- 
cluttered visualization and layout. 
“We haven’t always hit the bulls- 
eye here, but, considering every- 
thing we pack into one midget 
area, we think we do pretty well.” 


® 4. Continuity. “We wanted a se- 
ries which would provoke the 
reader into wondering what he’s 
previously missed and what’s up- 
coming with future issues.” 

5. Acceptability—by readers, 


YOU CAN’T PREDICT 
the day when someone 
will accuse you of 


LIBEL OR SLANDER 


ADVERTISERS * AGENCIES * CLIENTS 
all can have 
INSURANCE 


against this hazard, at very little expense. 
It's smart to have our special policy — 


AND BE PROTECTED 
WRITE FOR DETAILS AND RATES 
EMPLOYERS REINSURANCE 

CORPORATION 


INSURANCE EXCHANGE | 
KANSAS CITY, MISSOURI 


Youk woutest Alopbing conto 
gt a pertmnagnng 


PHOTOENGRAVERS 


HUTCHINGS & 
MELVILLE, 


INC. 


4043 RAVENSWOOD AVE., CHICAGO 13 + EASTGATE 7-9220 
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READER CHECK—More than 6,000 re- 

plies came when a brochure of 

“Facts & Figures” girls was offered 

in the six small lines at the bot- 
tom of this ad. 


and by suppliers whose products 
are pictured in the ads. “We have 
a big public relations job to do 
with these folks who are so im- 
portant to us. And they have loved 
the way we’ve approached it.” 

In addition to reprint brochures, 
the ads are valuable for other pro- 
motional purposes. The girls have 
been used, with memory-stirring 
reference to the ads, in Christmas 
cards, direct mail pieces and in the 
external house organ, “Skylights.” 
Interviews with the models have 
been featured on local tv stations, 
and a midwestern editor gave a 
Page 1 buildup to a hometown girl 
who made the grade as a South- 
west Airmotive model. 


ws Mr. Harting and Theo L. Has- 
brouck Jr., described by the for- 
mer as “our hustling-bustling-har- 
ried account exec,” have a warn- 
ing, however, for other ad man- 
agers and agency men who want 
to try using unknown pretty girls 
in their ads: 

“Finding them, weeding out the 
ones who won’t do, posing them, 
etc., is a task none of us relish— 
and largely for that reason, we’ve 
often tried to come up with a se- 
ries built about something else— 
babies, horses, or even the dreary 
type of hard goods we used to 
focus on. 

“Women—being women, God 
bless ’em—are the dizziest critters 
alive to work with,’ Mr. Harting 
concluded. 


CBS Board of Directors 
Recommends Stock Split-Up 

The board of directors of Col- 
umbia Broadcasting System, New 
York, has voted to propose a three 
for one stock split-up to stock- 
holders at the annual meeting in 
April. The proposal is to change 
each of the issued and outstanding 
shares of Class A stock, $2.50 par 
value, into three shares of Class A 
stock at $2.50. A similar split-up is 
proposed for Class B stock. 

William S. Paley, chairman of 
the board, said preliminary es- 
timates for the fiscal year ended 
Jan. 1, 1955, indicate the best earn- 
ing picture in the history of the 
corporation. 
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— who BUY cloth- 

ce ing, arms and equip- 
ment for 250,000 policemen. 
&- Uniforms, weapons, commy- 
=. nications, conveyances, 
parking meters, traffic sys- 
tems: SELL ‘em by TELLING 
‘em...in ideally selective 


| ‘Scholastic’ Finds Students 
Say Advertising Hikes Costs 


LAW and ORDER. 
NEW YORK 18. N. Y 


More than half of 44,609 stu- 
dents recently polled by Scholastic 
Magazines believe that advertis- 
ing raises the cost of products. 
The survey covered 22,114 boys 
and 22,495 girls, with 54.1% of the 
boys and 55.5% of the girls agree- 
ing on this point. 

One out of three boys said ad-| 
vertising does not raise the cost of 
products to the consumer; one of 
four girls concurred. 


FCC Okays WAYS-TV Sale 
The Federal Communications 
Commission has approved the sale 
of WAYS-TV, Charlotte, N. C., 
to Hugh Deadwyler, head of Hugh 
A. Deadwyler Advertising, Char- 
lotte. Call letters of the tv station 
have been changed to WQMC. The 
transaction does not involve 


WAYS, Charlotte radio outlet. 


Serving The Central Ohio Valley 
— Industrial Heart of The Nation 


Huntington, a trading center for 613, 
400 people who spend $415,842,000* 
annually, is serviced completely by the 
newspapers of the Huntington Publish- 


ing Company. 


Where industry is concentrated in this 
rich Tri-State region, there are large pay- 
rolls. Reach them daily with the most 
complete coverage in the area through 


The Huntington Advertiser 
The Herald-Dispatch 


The Herald-Advertiser 
HUNTINGTON, WEST VIRGINIA 


*SM Estimates 


Represented by The Katz Agency 


Huntington Manufacturing Corp. is typical | , 
of scores of major industries who swell the ( 
payrolls of the rich Central Ohio Valley. 


for the GREATEST PULLING F OWER 
in the automotive service field, include 
AUTOMOTIVE SERVICE DIGEST 


We point with pride to... 


90,000 free circulation (arbitrarily added in 1954) has been dropped— 
retaining a concentrate of 110,000 guaranteed, of which approximately 
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75,000 is fully paid. Objective: 100,000 fully paid within a year. 


Bigger page size with the March issue, Automotive Service Digest will be 
increased to its former dimension of 81/,” x 1114” — with a 


standard 7” x 10” type page. 


Improved format with finer paper, heavier cover, and revised layout 
and typographic style and quality of printing. 


ABC membership application filed, with audit for first six months 


ending June 30, 1955. 


| I 


An up-graded readership embracing in particular parts and shop ~ 


supervisory personnel. 


Ben M. Ikert, the country’s foremost automotive service and maintenance 
engineer, heads a top-flight editorial staff, which will further increase: 


the well-known A.S.D. pulling power. 


Advertising cates remain the same, notwithstanding increase of page size, 
added proc ction costs. New rate card will reach you soon. 


A DIVISION OF 


NATIONAL MARKET REPORTS, INC. 
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900 S. WABASH AVE., CHICAGO 5, ILL. 


TELEPHONE HArrison 7-3464 
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Chicago Gift Show Dilemma... 


Larger Volume of 


Cuicaco, Feb. 8—As of today, 
5,131 buyers have turned out to 
inspect the vast array of gift items 
shown at the Chicago Gift Show, 
which began Jan. 30 and will con- 
tinue until Feb. 11. Some of the 
buyers are so big they frighten 
quality-conscious exhibitors. 

Four hundred exhibitors are 
selling their wares faster, on the 
average, than they did in the 
spring show last year. Everyone 
appears to be very excited about 
sales. With inventories whittled 
down, buyers are eager to stock 
up. “How fast can I get delivery?” 
is their first question today. 

But the complexion of the show 
is changing, albeit very quietly. 
Formerly, exhibitors sold a large 
variety of items in small quanti- 
ties to department stores and spe- 
cialty shops. 


s This year exhibitors report that 
their largest orders are coming 
from premium buyers. As a matter 
of fact, sales of giftware, china 
and glassware for premium use 
seem to have become a problem 
for exhibitors: Shall they sell and 
take a chance on losing their reg- 
ular accounts? Or shall they pass 
up the opportunity for mass sales 
—perhaps equalling all their other 
orders for the entire show—in or- 
der to retain the good will and the 
business of their regular cus- 
tomers? 

Some exhibitors, such as the 
Standard Specialty Co., San Fran- 
cisco, sell to premium buyers 
openly and readily at the regular 
wholesale price. A company 
spokesman easily described an or- 
der for 600 rattan chairs at the 
regular price of $8.50 per. 

Other companies, such as IIli- 
nois Molding Co., Chicago, sell 


their merchandise to premium 
buyers at a greatly reduced price. 


may be involved. 


= Some manufacturers, eager to 
nail down a large order, find, 
when the order comes through, 
that it is far in excess of their 
production capacity. One exhibitor 
described with disappointment an 
order from Borden Co. for 3,000,- 
000 straw baskets, which he 


couldn’t possibly have filled. 
Still other companies sell to 
premium buyers, but quietly. They 


WORKS CONFIDENTIALLY for 
individuals, groups, firms who 
need facts published in the daily 
press. We “spot” them in 
practically all daily and over 
6000 weekly English language 
newspapers-—an invaluable 
service that costs little. 


CONSOLIDATED frp, 


CLIPPING BUREAUS 
raed SOUTH. DEARBORN STREET, DEPT 
CHICAGO 5. mHCLINDNS 


170 FIFTH AVENUE, MEW YORK 10. WN. Y. 


And they aren’t concerned about |! 
any possible loss of prestige which |. 


Gift Show Exhibitors Offered 


Premium Business 


ask not to be named. The big pre- 
mivii orders would threaten their 
regular accounts, they believe. 
They are concerned about the po- 
tential loss of prestige involved in 
these sales, they say. These com- 
panies very often query the pre- 
mium buyer, they say, to find out 
how the item will be used. They 


refuse to sell if the use will seri- 
ously affect their prestige. 


= Several manufacturers of china 
and glass, in a price range not or- 
dinarily associated with premiums, 
complain that they, too, have been 
approached. A representative of 
one of the leading dinnerware 
makers said, “We could write sev- 
eral million dollars in orders, but 
we stay away. Premiums can be 
mighty touchy. We have to protect 
our accounts. 

“But,” he emphasized, 
could change at any time.” 

A survey of the show indicates 
that premiums are being bought 


“this 


from a broad variety of giftware 
objects. Importers of expensive 
ceramics, glassware and china are 
selling in this field, as well as 
domestic manufacturers of all 
ranges of gimmicks and fine gifts. 

The only people still completely 
immune to the premium buyers 
are the small handicraft makers 
that can’t meet the prices offered 
by the premium-seekers. 


ORDER-MATIC SPEEDS SALES 

Cuicaco, Feb. 8—A revolution- 
ary use of IBM punch cards is be- 
ing made by Henry Burger, man- 
ufacturer’s representative here, to 
speed up order taking and filling. 
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Order-Matic, a process using the 
IBM cards, is being employed for 
the first time at the Chicago Gift 
Show. 

The operation works like this: 
IBM cards are placed before sam- 
ples of gift items. When a buyer 
wants to place an order, he picks 
up a card, which tells him the 
price and number. 

He writes in the quantity he 
wants and slips the card, along 
with cards for any other samples 
he wants, into an envelope with 
his own business card. 

The punch card is then pro- 
cessed on IBM machines and sent 
to the factory for shipment. 
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Perfect Parts to Brahms 

Perfect Parts Co., Baltimore 
manufacturer of hobby items, has 
appointed Brahms-Gerber Adver- 
tising, Baltimore, to handle its ad- 
vertising. Trade publications such 
as Craft, Model & Hobby Industry 
and Hobby Merchandiser and a 
drive in consumer magazines will 
be used. 


Bogner & Martin Adds One 

Bogner & Martin has been ap- 
pointed national representative for 
the Herald, Williston, N. D. In- 
land Newspaper Representatives 
formerly represented the newspa- 
per. 


JWT Canada Affiliate 
Marks 25th Birthday 


TORONTO, Ont., Feb. 8—Last 
month one of Canada’s largest ad- 
vertising agencies, J. Walter 
Thompson Co. Ltd., celebrated the 
25th anniversary of its entry into 
Canadian advertising. 

Though a separate entity, the 
Canadian agency maintains close 
contact with its parent organiza- 
tion, J. Walter Thompson Co., in 
the United States, as well as with 
the 50 Thompson offices around 


‘the world. 


The first head office in Canada 


'was opened in Montreal in 1930; 
‘the Toronto office was opened two. 
years later under the direction of | 
Adrian Head, v.p. and man- 
aging director. In the years since 
then, the agency has become one 
of the first five agencies in Canada. 
In a period when the total volume 
of Canadian advertising increased 
by a little more than 600%, JWT’s 
billing increased by just under 
1,000%. 


= From the beginning, J. Walter 
operate as a completely Canadian 


company with, as far as possible, 
Canadian personnel. 


Thompson Co. policy has been to | 


_Ekco Boosts Ad Budget 15% 


The joint-general manager of 
the Toronto office, R. M. Camp- 
bell, is a director of the Ontario 
Chamber of Commerce and chair- 
man of its public relations com- 
mittee. 

Speaking at a small celebration 
marking the agency’s 25th year in 
Canada, Mark Napier, chief 
account executive, looked forward 
to a general upswing in all types 
of media during 1955, and a gen- 
eral trend toward another pros- 
perous year for Canadian business. 


Ekco Products Co., Chicago, in 
a drive to increase sales 15% in 


MR. STATION 
OPERATOR! 


Don't be caught without this 
BIG-DEMAND SHOW. You'll be 
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1955, has increased its advertising 
budget for the first half of 1955 
15% over the same period last 
year. Ekco has scheduled two na- 
tional dealer-listing ads in 64 dai- 
ly newspapers and 39 ads in 18 
national magazines, beginning 
with March issues, to push its 
Flint housewares. 


Fowler Opens B&B Agency 

Chet Fowler has opened B&B 
Advertising Agency, specializing 
in novelty and specialty advertis- 
ing. Mr. Fowler, who has operated 
a similar enterprise in Houston the 
past two years, plans to cover Tex- 
as and Oklahoma from Dallas 
headquarters. 


Merriam Group to Edelman 

Citizens for Merriam and a Bet- 
ter Chicago has appointed Daniel 
J. Edelman & Associates, Chicago, 
to direct a public relations cam- 
paign for Alderman Robert E. 
Merriam, candidate for the Re- 
publican nomination for mayor of 
Chicago. 
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S. Klein Doesn't Discount Importance 
of Ads in Selling Goods at Discount 


By Milton Moskowitz 

NEw York, Feb. 8—Well over 
$1,000,000 of advertising is placed 
annually from  wunprepossessing 
garage-like premises atop a build- 
ing overlooking New York’s Un- 
ion Square. 

These premises house the ad- 
vertising department of S. Klein, 
fabulous cut-rate department 
store. 

The ad department resembles 
the store—hectic, messy and bub- 
bling with excitement. 

It is headed by Leo Goldsmith, 
who studied marketing and ad- 
vertising at Ohio State University 
and then learned about advertis- 
ing the hard way, in the retail 
jungle of Brooklyn. 

S. Klein is one of the best cus- 
tomers of New York newspapers, 
ranking among the top ten in 
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linage. But it wasn’t always that 
way. When Sam Klein was run- 
ning the business, which he 
founded in 1906, the store never 
advertised—except around the 
high Jewish holidays. And then 
advertising was used only to ad- 
vise New Yorkers that the store 
would not be open on those days. 

Mr. Klein died in 1943, and 
Grayson-Robinson Stores Inc. 
purchased the 14th Street empor- 
ium from his heirs in 1946. Now 
S. Klein stays open on Jewish 
holidays, and its aggressive, large- 
space advertising—in big block 
letters—has become a distinctive 
part of the New York landscape. 


@ Mr. Goldsmith was hired in 
1946 as director of advertising. 
He was the first advertising em- 
ploye. Now there is an advertising 
manager, Gerald Barr, who had no 
previous experience in the field, 
and 16 others: two copywriters 
(Mr. Goldsmith writes a good 
deal of the copy himself), an art 


MORE THAN 50% OFF—S. Klein jams 

four items in a page—including 

Hoover vacuum—offering 50% re- 
ductions off list prices. 


director, three layout artists, three 
paste-up men, two illustrators, two 
production workers, two photog- 
raphers and a lone secretary. 

All S. Klein advertising goes in- 
to newspapers, and every paper in 
the city is used except the New 
York Times. The newspapers make 
the engravings for the store. All 
of the advertising is placed direct. 
“What do we need an agency for?” 
Mr. Goldsmith asks. 


® In its frenetic atmosphere, S. 
Klein’s ad department reminds the 
visitor of a newspaper office. Ev- 
erything seems to be conducted on 
a day-to-day basis. 

“How many pages are scheduled 
for next week?” Mr. Goldsmith 
coudn’t say—‘too early yet.”’ While 
we were talking, he was inter- 
rupted half a dozen times to ap- 
prove a line of copy, a handbill, a 
counter display. 

“Many people do not realize 
what a pioneer S. Klein has been,” 
Mr. Goldsmith said. “It anticipated 
the supermarket, and it antici- 
pated the discount house. Long be- 
fore there were supermarkets all 
over the country, Sam Klein put 
his store on a self-service basis. 
We still follow that principle. Also, 
long before the big impact of the 
discount houses, Sam Klein was 
selling merchandise at below-list 
prices. People want lower prices 
today, and that is exactly what we 
give them at S. Klein.” 


® In addition to looking like a 
supermarket, S. Klein advertises 
like one. It uses label or catalog- 
style advertising almost exclusive- 


Leo Goldsmith 


ly, with the emphasis always on 
price. 

S. Klein ads have two favorite 
gambits. One is the type which 
states the price of an item, say 
$65, next to the slugline: “Na- 
tionally advertised at $129.65.” Or 
else an item is priced alongside of 
the underlined statement: “Below 
original wholesale price.” 


® The advertising rarely deviates 
from this bargain-price approach, 
and Mr. Goldsmith usually man- 
ages to jam four or five items into 
a page. New Yorkers sometimes 
say S. Klein ads scream. Mr. Gold- 
smith enters a disclaimer. 

“We never scream,” he says. 
“Although you may laugh, the 
truth is that S. Klein ads under- 
state rather than exaggerate. We 
never say anything in our ads 
which isn’t absolutely true, and 
that goes for all the times we 
say, ‘below wholesale price.’ We 
can back up any of our claims.” 

Frequently an S. Klein ad will 
, | feature a nationally advertised 
\\item with the trumpeted state- 
ment: “We can’t name it.” Mr. 
Goldsmith says the store does this 
to protect the manufacturer who 
may be selling the item at list 
price in other stores. “We don’t 
want to embarrass the manufac- 
turer,” he pointed out. 

“In fact,” Mr. Goldsmith added, 
“we sometimes say ‘slight imper- 
fections’—again just to protect the 
manufacturer. There really aren’t 
any imperfections in the merchan- 
dise, and the S. Klein customer 
knows he is getting a bargain.” 


a “Sales” are everyday occur- 
rences at S. Klein—almost every- 
minute events in fact. Wandering 
through the store, one suddenly 
hears a loudspeaker voice blaring: 


“In five minutes a special unan-|' 


/nouncec sale of ladies’ skirts will 


'floor.” And sure enough, in five 


minutes someone comes out wheel- 
ing a rack full of skirts specially 


the labels of exclusive Fifth Ave. 
shops. 

Discount operators are notori- 
ously poor advertisers, and during 
its first 40 years S. Klein likewise 
eschewed all advertising. Has ad- 
vertising made a difference? Mr. 
Goldsmith points out: “In the first 
year that S. Klein advertised, sales 


volume jumped from $11,000,000 || 


to $26,000,000.” Proof enough? 

In 1948, S. Klein branched out, 
opening a store in nearby Newark. 
Together, the two stores now do 
an annual volume exceeding $40,- 
000,000. Mr. Goldsmith’s depart- 
ment places the advertising for the 
Newark store also. In the spring 
S. Klein will add a suburban 
branch in Hempstead, Long Island. 


# Traditionally, the big feature at 
S. Klein has been low-priced 
women’s wear, and it still accounts 
for a big chunk of the business. 
However, the store will move into 
any merchandise area where it can 
buy in volume and whittle down 
list prices. Recently the appliance 
section has been growing, with the 
store enjoying a field day on 
vacuum cleaners and broiler-rotis- 
series. Quantities of watches are 


being sold by S. Klein, at half the | 


manufacturers’ list prices. Mr. 
Goldsmith makes the stout claim 
that, “S. Klein sells more watches, 
minks and men’s clothes than any 
other single store.’ 

Lately, big stores in S. Klein’s 
neighborhood have found the going 
rough. In the past year Ohrbach’s 
moved up to 34th St. and John 
Wanamaker, six blocks south, 
closed. Spencer Allen, managing 


director of S. Klein, sees nothing: 


to fear in this turn of events, de- 
spite the terrific amount of cross- 
current shopping that existed be- 
tween Ohrbach’s and S. Klein. He 
points out S. Klein now has com- 
plete domination of the 14th St. 
shopping area, and he predicts that 
the store’s sales in the current fis- 
cal year, ending Aug. 1, will be up 
by 20%. 


# S. Klein took quick advantage 
of Wanamaker’s closing by buying 
up large stocks of the remaining 
merchandise and—yes, you guessed 


|begin at the counter near the) 
watch department on the 


|“sale-priced.” Some of them bear 
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after? looks or weer! 


AUTOMATIC 6-way | 
}ROTISSERIE-BROILER-GRILLS, 
Nationally Advertised 

at 169.951 


CAN’T NAME iT—An S. Klein ad of- 
fers a national brand broiler-rotis- 
serie, saying “We can’t name it” 
and “slight factory imperfections in 
finish only will not affect looks or 
wear.” Store’s ad director says 
these statements are only for the 
manufacturer’s protection. 


it—offering them at big discounts. 
For this sale, Mr. Goldsmith 
shrewdly bought the traditional 
Wanamaker slot on the back page 
of the New York World-Telegram 
& Sun. 

The zealous bargain-hunters at 
S. Klein have become so well 
known that the store is even a 
minor tourist attraction. It has also 
been featured in movies, the latest 
being “Women’s World.” In this 
picture, worldly-wise Lauren Ba- 
call shows Kansas City-naive June 
Allyson how to get a Bonwit 
Teller exclusive at S. Klein—al- 
though they have to beat off a 
pack of wild women to get it. 


INSIDE STORY 
ON INQUIRIES... 


Know how many numbers are checked on a 
conventional inquiry card? Only 3 out of 41 
possibles. And 85% of cards are sent to us 
within two weeks. Let us tell you more about 
reader-activity in the plumbing-heating-air- 
conditioning industry. 


™ (Contractor 


PLUMBING e HEATING 
AIR CONDITIONING ¢ APPLIANCES 
Grand Central Terminal Bldg., N.Y. 17, N.Y. 


ONE PAPER GIVES 
COMPLETE COVERAGE 
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SIAKRON BE BEACON N JOURNAL, 


Hee 450 aq . Se 


es ot ET 
== Shp 2ginoort on the north 
unito, 


=| Point of Im 


One LOW rate in the evening 
and Sunday Beacon Journal— 
Akron, Ohio’s ONLY news- 
paper—gives you full cover- 
age of Akron’s $990,000,000 
market. The Beacon Journal 


is one of your best newspaper 
buys in the middle west. 
R-O-P Color is also available. 


STORY, BROOKS & FINLEY 
REPRESENTATIVES 
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LABOR BOARD MEANS BUSINESS—Key to the new policies of the 
National Labor Relations Board is a hardpan realism, as re- 
vealed by Chairman Guy Farmer in this exclusive interview. 
Here are a series of pointed questions any businessman would 
want to ask, and Farmer’s direct answers. Read, “Labor Board 
Stresses Realism.” 
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ARE INVENTORS BORN? We used to think so. Today leaders like G-E 
are showing they can be actually taught. This may mean an industrial 
revolution. No copyright on the techniques —any business can use 
them. Read, “Train Your Own Inventors.” 


ELECTRONICS SAVE UNCLE SAM DOLLARS—It costs you about 
$4,000,000,000 a year to maintain government records. We now 
have enough records to fill 7% Pentagons. Enough more this 
year to fill another. Just think what could happen when the elec- 
tronic scientists move in and murder this paper octopus. Read, 
“Electronics Promise Better Government at Less Cost.” 
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NEXT TEST, MARS? The Air Command now uses the world as its prov- 
ing ground. New electrically-fired gas operated cannon were tested 
in Korea. Bombers run through their paces over the North Pole. 
Fighters measure their mettle all over the map. Even closer to home, 
actual combat conditions are simulated through radar-directed 
drones. Read, “World Is Air Force Test Tube.” 
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ROCKETS’ RED GLARE — The Russians now have all the materials and 
resources for developing intercontinental rocket-propelled missiles. 
The experts say their rocket savvy equals our best. Here’s another 
story in fast-moving interview form. Read, “Red Rocket Know-How 
Matches Ours.” 
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4,000,000 BABIES—That’s how many will be born this year. And when they 
celebrate their 20th birthday—there will be 44,000,000 more people in the 
U.S.A. What will this do to our schools, our markets, our farmers? Read “44 
Million More Americans in 1975.” 


How important is February Nation’s Business 


to its three-quarter-million subscribers? 


You’re a businessman. You, yourself, judge criti- 
cally. Look about this spread. Ponder the pictures. 
Read the captions thoughtfully. Go ahead. Ve wel- 
come your opinion. 

Note, right off, the diversity of subjec s that 
concern a busy executive. Are they of maj  con- 
sequence? Is our fantastic population gro 
portant—and what it’s going to mean to mar 
Is the application of electronics to Federa  ouse- 
keeping important—and what it can do tot « gov- 
ernment payroll? Is the new realism of th Labor 
Board important—and what effect it can } .ve on 


h im- 
‘ting ? 


the closed shop, layoffs, strikes? 

And up to now all you’ve done is taste the issue. 
Plenty of heft here — “Red Rocket Know-How 
Matches Ours’”—‘‘New Trust Busting Cycle Begins” 
—‘Train Your Own Inventors” (this is the excit- 
ing story of what G-E is doing) —“Panama Canal 
Must Double Its Capacity.” Do these sound worth 
your own time to read? 

What are the editors of Nation’s Business trying 
to do? Just two things: (1) Put out an interesting 
magazine. (2) Put out an important magazine. 
Does it look to you like they’re doing it? 
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For maximum productivity, your advertising deserves only the best en- 
yircnment. The content of Nation's Business, created with superior 
competence, sets the temperature for high reader interest and regard. 
When yeu get more than three-quarters-of-o-million businessmen read- 
ing page after page of a magazine, you could hardly find a better spot 
for your “Stop” sign. Particularly when they represent American busi- 
ness at its best, eastand west. . . from the executives of our mightiest 
corporations to the proprietors of our indispensable smaller businesses. 
For wherever profitable business is being done, there you will find . . . 
Nation's Business, a magezine for businessmen—New York —Wash- 
ington — Cleveland — Detroit— Chicago-— San Francisco—Los Angeles. 
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Advertising Age, February 14, 1955 


Coming 
Conventions 


*Indicates first listing in this column. 

Feb. 14-15. Inland Daily Press Assn., 
winter meeting, Drake Hotel, Chicago. 

Feb. 16. Associated Business Publica- 
tions, Midwest conference, Palmer House, 
Chicago. 

Feb. 18-19. Newspaper Advertising 
Executives Assn. of the Carolinas, mid- 
winter meeting, Columbia Hotel, Col- 
umbia, S. C. 

Feb. 18-19. Interstate Advertising Man- 
agers Assn.—Pennsylvania Newspaper 
Publishers Assn., advertising conference, 
Penn Harris Hotel, Harrisburg. 

Feb. 20-21. Midwest Newspaper Adver- 
tising Executives’ Assn., 73rd semi-annual 
meeting, President Hotel, Kansas City, 
Mo. 

*Feb. 28-March 1. New England News- 
paper Advertising Executives Assn., con- 
vention, Parker House, Boston. 

March 2. Associated Business Publica- 
tions, eastern conference, Roosevelt Ho- 
tel, New York. 

March 5-6. Missouri Newspaper Man- 
agement Clinic, School of Journalism, 
University of Missouri, Columbia. 

March 12-15. Advertising Specialty Na- 
tional Assn., third annual spring special- 
ty show, Palmer House, Chicago. 

March 16-18. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 17-20. Advertising Federation of 
America, Fourth District convention, Tal- 
lahassee, Fla. 

March 17-20. Southeastern Advertising 
Conference, Florida State University, 
Tallahassee. 

March 18-19. Atlanta Advertising In- 
stitute, 6th annual meeting, sponsored by 
the Atlanta Advertising Club and Emory 
University. Alumni’ Memorial Blidg., 
Emory University. 

March 21-23. Canadian Assn. of Radio 
and Television Broadcasters, annual con- 
vention, Chateau Frontenac, Quebec. 

April 4-8. National Advertising Agency 
Network, 24th annual conference, Del 
Monte Lodge, Pebble Beach, Cal. 

April 5-7. Point-of-Purchase Advertis- 
ing Institute, annual convention, Palmer 
House, Chicago. 

April 13. Brand Names Day dinner, 
Brand Names Foundation, Waldorf-As- 
toria, New York. 

April 16-21. National Business Publica- 
tions, spring meeting, Boca Raton Hotel 
& Club, Boca Raton, Fla. 

April 21-23. American Assn. of Adver- 
tising Agencies, annual meeting, Boca 
Raton Hotel & Club, Boca Raton, Fla. 

April 21-23. Southern California Adver- 
tising Agencies Assn., annual conference, 
El Mirador Hotel, Palm Springs. 

April 26-28. American Newspaper Pub- 
lishers Assn., annual convention, Wal- 
dorf-Astoria, New York. 

May 2-3. Outdoor Advertising Assn. of 
America, 3rd annual painted display con- 
ference, Hotel Sherman, Chicago. 

May 3-6. Assn. of Canadian Advertis- 
ers, annual convention, Royal York Ho- 
tel, Toronto. 

May 5. International Advertising Assn., 
annual convention, Plaza Hotel, N. Y. 

*May 8-11. National Newspaper Promo- 
tion Assn., annual convention, Drake Ho- 
tel, Chicago. 

May 9-11. National Industrial Adver- 
tisers Assn., annual convention, Sheraton 
Park Hotel, Washington, D. C. 

May 12-13. Inland Daily Press Assn., 
spring meeting, Drake Hotel, Chicago. 

May 22-24. Magazine Publishers Assn., 
36th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 23-25. Sales Aids show, sponsored 
by Advertising Trades Institute, Biltmore 
Hotel, New York. 

May 25-28. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 5-8. Advertising Federation of 
America, 51st annual convention, Palmer 
House, Chicago. 

June 8-10. National Sales Executives 
convention and sales equipment fair, 
Waldorf-Astoria, New York. 

June 12-17. Special Libraries Assn., ad- 
vertising division, 46th annual convention, 
Hotel Statler, Detroit. 

June 15-17. American Marketing Assn., 
national conference, Schroeder Hotel, 
Milwaukee. 

June 19-22. Poster Advertising Assn. 
of Canada, Hotel London, London, Ont. 

June 26-29. Advertising Assn. of the 
West, 52nd annual convention, Multno- 
mah Hotel, Portland, Ore. 

July 11-13. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, The 
Greenbrier, White Sulphur Springs, W. Va. 

Sept. 12-14. Direct Mail 
Assn., 38th annual convention, Morrison 
Hotel, Chicago. 

Oct. 2-6. Outdoor Advertising Assn. of 


|Hudson Drive Features 
‘Paper Napkin Samples 

Three million samples of house- 
hold paper napkins will be mailed 
next month to 1,000,000 families 
in the New York area by Hudson 
Pulp & Paper Corp., New York. 
The local campaign will include 
samples of Hudson Satin Finish 
napkins in white and colors and 
coupons redeemable for 10¢ to- 
ward the purchase of two rolls of 
Hudson toilet tissue and 5¢ toward 
purchase of one roll of Hudson 
paper towels. 

During the week of mailing, full 
pages in four New York daily 
newspapers and 1,000-line ads in 
18 suburban dailies will introduce 
the campaign. Support for the 
products during the next four 
months includes 500-, 600-, 1,200- 
line ads and pages in four New 
York dailies, full-color pages in 
two Sunday supplements and time 
on WRCA and WRCA-TV, plus 
network radio and tv. Biow-Beirn- 
Toigo is the agency. 


X-Ray-—Laboratory Accounting—Record Keeping 


as well as administrators 


Food and Dietetics 


If you want to sell the 
expanding Hospital Market 


Editorial departmentalization assures readership penetration among 
department heads as well as administrators—the specialists who 
initiate hundreds of hospital purchases. 


Highest Voluntary Paid Circulation in the Field! 
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“For the third straight year, 


LOWEST COST PER INQUIRY” 


HOUSE BEAUTIFUL 


has produced 
more inquiries at the 


writes Mr. John H. Reock, Manager, Advertis- 
ing and Sales Promotion, Mueller Climatrol 
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America, 58th annual convention, Jeffer- | 


son Hotel, St. Louis. 

Oct 17-18. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 17-19. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 17-19. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Club, Chicago. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Insti- 
tute, Biltmore Hotel, New York. 

Nov. 14-18. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla. 


Het 


House Beautiful scr 


572 Madison Avenue, New York 22, N.Y. 
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New Research 
Companies Set Up 
by Mayer, Forbes 


New York, Feb. 8—Still in its 
infancy, the year 1955 already has 
seen the formation of two new 
business research organizations, 
one in the field of statistical anal- 
ysis, the other in application of 
psychology to marketing. 

The former organization is 
Forbes Research, a subsidiary of 
B. C. Forbes Publishing Co., an- 


nounced in the Feb. 1 issue of 
Forbes. 
The second, Motivation Re- 


search Associates, has been estab- 
lished following six months of 
study by its founders “to deter- 
mine the improvements which can 
be made in the use of psychologi- 
cal market research.” 

David Mayer, formerly head of 
Research Psychology Associates, is 
president of Motivation Research 
Associates, and Emanuel H. Dem- 
by, for seven years special projects 
consultant to the Institute for Re- 
search in Mass Motivations, is v.p. 

The founders of the new organi- 
zation interviewed business paper 
writers and editors, research di- 
rectors and business and advertis- 
ing executives to discover along 
what lines practices in the field 
might be improved. 


s According to their study, five 
main areas of criticism were un- 
covered: 

1. Too great reliance on a single 
research technique, such as the 
depth interview. 

2. Neglect of realistic experi- 
ences of the client because of lack 
of familiarity with his operations. 

3. Overlooking of validation 
processes “in favor of fanciful 
ideas.” 

4. Overemphasis on a single 
finding and understatement of 
other data. 

5. Failure to translate findings 
into the client’s frarmne of reference 
and practical program. 

Motivation Research Associates’ 
techniques, the founders say, will 
be aimed at eliminating or cor- 
recting these practices. Offices of 
the new organization are located 
in suite 1751 of the Plaza Hotel. 


= Forbes Research will try to 
serve business men by “translating 
statistical findings into useful rec- 
ommendations.” The service is de- 
signed to cover “the entire field of 
business problems,” including ad- 
vertising, marketing, distribution, 
product function and consumer 
motivation. 

Forbes has secured Pat Coyle, 
formerly v.p. of Campbell-Ewald 
Co., as general manager of the re- 


MAKE YOUR 


soetterhead 
PAY A PROFIT! 


¢ Send for your FREE copy of our 
beautiful new brochure “Letter- 
head Logic,”” which tells how you 
can make your letterhead pay its 
way. Turn to the check-list used by 
experts to test letterhead effective- 
ness. See for yourself how your 
letterhead rates. If the test shows 
room for improvement, Hill is at 
your service. 


e “Letterhead Logic,” containing 
impressive samples, a convincing 
Letter Cost Table and other inter- 
esting data, is free to users of 5,000 
or more letterheads a year. To get 
your copy — without obligation — 
merely send a sample of your 
present letterhead, noting quantity 
used per year. Do it now, while the 
thought is fresh in your mind. Write: 


r.onHILL,nc. 


Fine Letterheads and Business Cards 
270 A9 Lafayette St. : New York 12,  ® A 


Chad 
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‘search organization. Nathan Gold- 
farb, formerly with the U. S. 
Bureau of Census, has been ap- 
pointed director of research. 

Solicitation letters accompanied 
by a brochure have gone out al- 
ready to presidents of prominent 
companies, members of the Ameri- 
can Assn. of Advertising Agencies 
and members of the Public Rela- 
tions Society of America. 

The letter sent to admen was 
signed by Mr. Coyle and said 
Forbes Research is “organized to 


assist in strengthening the com- 
petitive position of your clients.” 
It added: 


= “Basically, it is our purpose to 
provide more useful information 
than usually has been available. 
For example, we feel it is our 
responsibility to provide specific 
recommendations for action as in- 
dicated by whatever research 
operations are undertaken in your 
interests, and for easier interpre- 
tation, all research will 


be! 
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planned, conducted and reported— 
from the business man’s view- 
point.” 

The letter to company presidents 
was signed by Bruce C. Forbes, 
president of Forbes, and pointed 
out: 

“For your peace of mind, Forbes 
Research will be a completely 
separate operation. None of the 
business problems discussed, nor 
any of the research findings ob- 
tained will be made available to 
the editors or staff members of the 
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Forbes Publishing Co.” 

The brochure for Forbes Re- 
search states that “Forbes can put 
into the field as many as 1,700 
seasoned interviewers at one time, 
thereby affording full national 
coverage of both metropolitan and 
rural areas.” 


= A panel of consultants has been 
organized to work with the re- 
search company. On the panel are: 
Irving D. Lorge, professor of edu- 
cation, Columbia University; Ger- 
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Facts and figures supplied by Mr. William B. Walton, Executive Vice President, 
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hart D. Wiebe, research psycholo- 
gist, CBS-Radio; Glenn N. Merry, 
professor of marketing, New York 
University, and William H. Childs, 
chairman of the division of busi- 
ness, Hofstra College. 


TelePrompTer Signs NBC-TV 
TelePrompTer Corp., New York, 
has signed a new contract with 
NBC-TV for the use of Tele- 
PrompTer equipment on the net- 
work’s shows. The company has a 
similar contract with CBS-TV and 


also furnishes prompting equip-| 


ment for many ABC-TV and Du- 
Mont shows. 


White Moves to Screen Gems 

Henry S. White has resigned as 
manager of the radio-tv depart- 
ment of Biow-Beirn-Toigo, New 
York, to become director of adver- 
tising and promotion of Screen 
Gems, New York, tv producer- 
syndicator. He succeeds Elihu E. 
Harris, who remains with the Co- 
lumbia Pictures subsidiary in an 


executive capacity. Mr. White’s 
duties at Biow-Beirn-Toigo will 
be assumed by Robert Busch, with 
the agency for some time, who has 
been named administrative assist- 
ant in the radio-tv department. 


GE Drops Joan Davis Show 
General Electric Co., Schenec- 
tady, is dropping the Joan Davis 
show (NBC-TV) at the end of the 
current cycle. About the same time 
the sponsor decided not to renew, 
Miss Davis announced in Holly- 


wood that she is exhausted and 
would like to take a rest from 
television next season. Young & 
Rubicam is the agency for this GE 
show, which is expected to be re- 
placed by another program. 


Thomas Appoints Mahoney 

S. R. Thomas Inc., Long Island 
City baker, has appointed David J. 
Mahoney Inc., New York, to 
handle its advertising, effective 
April 1, succeeding Robert W. Orr 


& Associates. 


MILLION 
DOLLARS 


That's a lot of dollars ... but since the end of World War Il, 


Two Dailies and the South’s Greatest Sunday Newspaper 


Memphis has needed a lot of houses . . . with an aggregate 
value in excess of five hundred million dollars. From VJ Day to date, 
Memphis — nation's tenth wholesale market—has grown by an ap- 


proximate one hundred and fifty thousand people. 


That population growth, plus the new prosperity of the new 
South, has made home building the number one localized Memphis 


industry. 


Industrialists looking for logical sites for expansion will be glad 
to know that in addition to its other advantages there is no shortage 


of housing in Memphis, either for sale or for rent. 


THE Wosocscar \ f” MEMPHIS Pdasss Monme 
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‘Strike It Rich’ 
Principals Will 
Appeal $100 Fines 


NEw York, Feb. 8—Walter Fra- 
mer, producer of “Strike it Rich,” 
and Warren Hull, who emcees the 
giveaway, were fined $100 each 
here last, week by Magistrate Sam- 
uel H. Ohringer. Their sentences, 
however, were suspended. 

The fines resulted from the con- 
viction of Mr. Framer and Mr. Hull 
of violation of the city administra- 
tive code, which prohibits public 
solicitation without a license. They 
were convicted on this charge Dec. 
28. 

Magistrate Ohringer said he im- 
posed the fine to enable the de- 
fendants to appeal the decision. 

Welfare Commissioner Henry L. 
McCarthy, whose complaints 
brought the court action against 
“Strike It Rich,” said he was well 
satisfied with the sentence. He 
added: “I am highly gratified that 
the principle we sought to estab- 
lish has been sustained by the 
court.” 

Mr. Framer told AA he would 
appeal the decision. 


M. W. Kellogg Co. Moves 
Account to F&S&R 


M. W. Kellogg Co., New York, 
designer and builder of petroleum 
refineries, and a _ subsidiary of 
Pullman Inc., has switched its 
business paper advertising account 
from Gordon Baird Associates, 
New York, to Fuller & Smith & 
Ross, New York, for its refinery 
processing chemical process and 
fabricated products divisions. 

An institutional campaign, de- 
fining all activities of the Kellogg 
company, was launched last year 
through F&S&R. Pullman Inc.’s 
advertising is handled by Mac- 
Farland, Aveyard & Co. It has two 
other subsidiaries, Pullman-Stand- 
ard Car Mfg. Co., also handled by 
F&S&R, and Trailmobile Inc., 
handled by Farson-Huff & North- 
lich, Cincinnati. 


Gurwitz Joins Ruppert 

H. Milton Gurwitz, formerly na- 
tional sales promotion manager of 
Melrose Distillers, a division of 
Schenley Industries, New York, 
has joined Jacob Ruppert Brew- 
ery, New York, as sales promotion 
manager. 
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n the f” Gannett 


The GANNETT NEWSPAPERS long have been 
recognized for their publishing excellence and for the 
dynamic influence they exert upon the communities 
they serve. They are selected consistently by advertisers 
as the top sales-making media in the markets they cover. 


Aware of the high standards of editorial and mechanical 
quality required by the Gannett newspapers, FAMILY 
WEEKLY is proud to be selected by the FOURTH 


newspaper in the system as its Sunday magazine. 


The selection of FAMILY WEEKLY by the SUNDAY 
PRESS of Binghamton, which serves a busy metropoli- 
tan area with over 192,000 people and which produces 
annual retail sales in excess of $230,000,000, is an 
important stepping stone in the dramatic growth of 


FAMILY WEEKLY as a major selling force: 


The Sunday Press now joins the ELMIRA SUNDAY 
TELEGRAM, the UTICA OBSERVER-DISPATCH, 
and the DANVILLE (ILL.) COMMERCIAL NEWS in 
distributing FAMILY WEEKLY to their readers. Com- 
bined, these four Gannett newspapers serve metropoli- 
tan areas totaling 650,000 in population and achieving 
$775,000,000 in retail sales. FamiLy WEEKLY 
SALUTES THEM. 


THE SUNDAY PRESS 
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FOR IMPORTANCE —and excite- 
ment—few events in the advertising 
and publishing world have equalled 
the impact with which FAMILY 
WEEKLY, the new colorgravure 
Sunday magazine, burst into prom- 
inence during the last 12 months. 
For example: 


Family Weekly more than tripled its 
circulation! Family Weekly added 
58 markets to its advertising cov- 
erage! Family Weekly received the 
spontaneous acceptance of over two 
million readers, covering nearly 
every home in 90 trading areas. 
That’s the recent story of Family 
Weekly. Here is what it means: 


IT MEANS that Family Weekly pro- 
vides advertisers with an open door 
to over $13 BILLION IN RETAIL 
SALES—greater sales than those of 
Chicago or Los Angeles, almost as 
great as those of New York. 


IT MEANS that Famiry WEEKLY 


delivers your advertising message 
to more than 2,126,025 active, able- 
to-buy families in markets with 


... With 2,126,025 circulation * 


and $13 billion in retail sales 
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higher-than-average spendable in- 
comes. It means a whale of a market 
for Famity WEEKLY advertisers. 


IT MEANS that Famity WEEKLY’s 
editorial impact assures readership 
and attentive consideration for your 
sales message. You see, Family 
Weekly’s editorial format is ex- 
pressly designed to stimulate interest 
and action through its consistent 
presentation of practical informa- 
tion geared to the interests and needs 
of America’s homemakers. Its infor- 
mative, color pull-out food section 
is a dramatic example of Family 
Weekly service to homemakers. 


With the current rate card effective through 
June issues, Family Weekly offers a substantial 


bonus circulation to advertisers. 


These 90 Newspapers Distribute FAMILY WEEKLY 


Small wonder that such quality news- 
papers as the Gannett newspapers 
select FamiLy WEEKLY as an impor- 
tant part of their Sunday editions. 


Coverage, Impact, Convenience 


To advertisers, FAMILY WEEKLY’s 
thorough coverage with local impact 
of 90 NON-DUPLICATED MAR- 
KETS OF ORIGIN presents here- 
tofore unavailable opportunities for 
intensifying and expanding selling 
and merchandising efforts for greater 
sales. AND with a single order, a 


single billing . .. IN COLOR. 


Your Family Weekly representative 
will welcome an opportunity to show 
you, in detail, how America’s fastest- 
growing Sunday magazine can—and 
should—be an important tool in your 
sales and advertising program in the 
months to come. Call him soon. 


MEANWHILE, KEEP AN EYE ON 
FAMILY WEEKLY, AND YOU'LL 


KEEP IN TOUCH WITH NEW : r= 
SELLING OPPORTUNITIES mi é; 
ae al is 


ALABAMA: Anniston Stor, Dothon Eagle, Florence Times & Sheffield-Tuscumbia-Muscle Shoals Tri-Cities Daily, Huntsville Times, Tuscaloosa News * ARKANSAS: El Dorado News- 
Times, Hot Springs Sentinel Record * CALIFORNIA: Sacramento Union, Santa Barbara News Press * COLORADO: Colorado Springs Free Press, Grand Junction Sentinel, Pueblo 
Stor Journal & Chieftain +» CONNECTICUT: New Haven Register + FLORIDA: Daytona Beach News Journal, Fort Myers News-Press, Gainesville Sun, Sarasota Herald-Tribune, 
Talichassee Democrat, Tampa Times, West Palm Beach, Palm Beach Post-Times * GEORGIA: Albany Herold, Rome News Tribune * IDAHO: Pocatello Idaho State Journal + ILLINOIS: 
Champsaign-Urbona News Gazette, Denville Commercial-News, LaSalle News Tribune, Quincy Herald-Whig, Springfield Illinois State Journal & Register * INDIANA: Marion 
Chronicle Tribune, New Albany ledger & Tribune + IOWA: Council Bluffs Nonpareil, Dovenport Democrat & Times, Dubuque Telegraph-Herald, Waterloo Courier + LOUISIANA: 
Bogalusa News * MASSACHUSETTS: Lowell Sun + MINNESOTA: Albert Lea Tribune + MISSISSIPPI: Greenville De!to Democrot-Times, Tupelo Journal, Vicksburg Post-Herald + 


MISSOURI: Jefferson City Capital News Post-Tribune + 


NEVADA: Los Vegos Review Journal, Reno Nevada State Journal * NEW JERSEY: Asbury Park Press, New Brunswick 


Times, Trenton Times-Advertiser * NEW MEXICO: Santa Fe New Mexican + NEW YORK: Binghamton Press, Elmira Sunday Telegram, Utica Observer-Dispatch * NORTH CARO- 
LINA: Concord Tribune, Salisbury Post * NORTH DAKOTA: Fargo Forum + OHIO: Athens Messenger, Coshocton Tribune, Lima News, Zanesville Times Signal + OKLAHOMA: 


Duncan Banner * PENNSYLVANIA: Loncaster Sunday News * SOUTH CAROLINA: Florence News + 


SOUTH DAKOTA: Huron Huronite & Daily Piainsman, Rapid City Journal + 


TEXAS: Abilene Reporter-News, Austin American Statesman, Big Spring Herald, Denison Herald, Denton Record-Chronicic, Galveston News, Greenville Herald, Kilgore News Herald, 
Lufkin News, Morshall News-Messenger, Midiand Reporter-Telegram, Paris News, Port Arthur News, San Angelo Standord-Times, Snyder News, Texarkana Gazette, Tyler Courier- 
Times-Telegraph, Victoria Advocate, Woco Tribune-Herald » UTAH: Provo Herald + VIRGINIA: Danville Register, Lynchburg News, Newport News Press * WASHINGTON: Wenatchee 
World * WEST VIRGINIA: Beckley Raleigh Register + WISCONSIN: Racine Journal-Times-Bulietin * WYOMING: Casper Jribune-Herald & Star » BERMUDA: Bermuda Royal Gazette. 


FAMILY WEEKLY MAGAZINE, Inc. pr YORK 16 


Leonarp S. Davmow, Publisher 


East 40th Street 
MUrray Hill 3-1811 


153 North Michigan Avenue 


CHICAGO 1 
ANdover 3-1270 


DETROIT 26 
424 Book Building 
WOcdward 1- 9704 


SANTA MONICA 
365 17th Street 


EXbrook 5-5410 
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e lint... ir Braggart... 


When the love of fine craftsmanship is 
born in a man it is unquenchable. This is shown by the career of Benvenuto 
Cellini, a man of violent temper in a violent age who fought as a soldier, brawled, 
killed, and always returned to his workshop to create enduring beauty in silver, 
gold, and bronze. 

The finest photoengravers are usually born into their vocation and serve a stern 
apprenticeship. Respect for their craft inspires them to find a shop where the finest 
work is done, where they can satisfy their own exacting standards. Like Cellini 
they work in metal with meticulous care. The product of their craftsmanship will 
not go into museums, but it is basic to American printing and publishing . . . and 
to the colorful world of advertising that stimulates and animates American life. 

It is only natural for many of America’s finest photoengravers to work in our 
shop, America’s finest photoengraving plant, where they serve a constantly growing 
list of advertisers and agencies from coast to coast. Like Cellini, they ...and we... 


have something to brag about. 


had something to brag about! 


AMERICA’S FINEST PHOTOENGRAVING PLANT Collins, Miller & Hutchings, Inc. 


NUMBER 1 OF A SERIES 


333 WEST LAKE STREET 


design, typography, and sllustrations 


in air brush, brush and line by ED BOEHMER 


CHICAGO 1, ILLINOIS 
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‘Phone Girl in Key Sales Spot: Weiss 


Looking at Radio and Television... 


Eye & Ear Man Picks Best TV Commercials 
Used During the Past Month 


By The Eye and Ear Man 

Fearless as ever, your Eye and Ear Man 
is embarking on a new venture which is 
sure to get him in even more trouble than 
he has been in the past. Hereafter, we are 
going to present our selections of the best 
television commercials of the month. 

Within the limits of our ability, we’re 
going to try to focus attention on those 
commercials which seem to us to make 
most effective use of the tv medium as a 
sales builder, and which therefore con- 
tribute directly to the vitality of televi- 
sion as an advertising medium. 

By making these monthly selections, we 
hope to play a small role in encouraging 
advertisers to be more bold, imaginative 
and creative in their video commercials— 
and not so incidentally—to make their use 
of tv more effective at the old cash regis- 
ter. 

We also propose to give recognition to 
tv’s unsung heroes, the copywriters, art 
directors, etc., who know how to turn out 
commercials that are pleasing and im- 
pelling. 


® We plan to base our selections of the 
best tv commercials each month on two 
principal criteria: 1. Does the commercial 
stand out from the mass of tv salesman- 
ship? 2. Does it convince the viewer that 
the sponsor’s product is worth buying? 

Your Eye and Ear Man will make his se- 
lections each month from the current crop 
of commercials. The pitches do not have 
to be new to be selected. Our only regret 
is that, since we can’t see all the tv com- 
mercials running all over, our choices 
will necessarily have to be based primar- 
ily on network commercials and spots 
which are being used on something like a 
national basis. This, we are sure, will 
prevent us from passing out a few well- 
deserved orchids to commercials which 
are primarily local or regional, but it’s 
practically impossible to avoid this re- 
striction. Maybe some time readers of 
ADVERTISING AGE might like to nominate 
their choices for the best of the current 
local and regional commercials. 

Anyhow, here are your Eye and Ear 
Man’s choices for the best commercials 
we saw during January: 


1. E-Z Pop popcorn—for doing a really 
good job of showing a new product devel- 
opment in a mouth-watering fashion with 
a maximum of realistic food shots and a 
minimum of diversion. These eye-catch- 
ing animated spots—handled by W. B. 
Doner & Co., Detroit, and animated by 
Story Board Inc.—demonstrate how sim- 
ple it is to prepare popcorn that comes in 
its own aluminum popper. 


2. Peter Pan peanut butter—The skill 
of Disney and the compelling concept of 
selling copy added to the almost absolute 
integration within the show in the ver- 


nacular and mood of the sell, equal one of 
the top commercials of the season. These 
commercials on “Disneyland” (ABC-TV) 
are sometimes as enjoyable as the show. 
Agency credits go to the radio-tv depart- 
ment of Chicago office of McCann-Erick- 
son. The art work is done in the Disney 
studios in Hollywood. 


3. Borden Co.—for Gloria Louis’ per- 
sonal selling on the daytime serial, “Way 
of the World” (NBC-TV). Miss Louis, 
who also rated praise for her work for 
Oldsmobile and Hallmark greeting cards, 
plays the role of “Linda Porter,” the 
hostess on this daytime drama. She de- 
livers the commercials for the various 
Borden products from a kitchen set. Copy- 
writer is Young & Rubicam’s Lucy Bender 
Sokole. 


4. Life magazine—for producing an at- 
tractive color commercial that also looks 
good in black and white. The Life spot 
made the list though it technically did not 


DIVERSION—These 


animated 
along with realistic shots of the product - 
“in action,” work for E-Z Pop popcorn. 


FOLLOWS STYLE—This Life spot is an adap- 
tation of the poster style used in the 
magazine’s print campaign. 


fall within the January time limit. The 
artwork by Marvin Kunze of Young & 
Rubicam is an adaptation of the “very 
European style” of the French posters 
Savignac drew for Life’s print ads, and 
sets these animated pitches apart from 
tv’s rank and file. Julian Pace wrote the 
script. 


drawings, 


© WAIT DISNEY PRODUCTIONS 


‘DISNEYLAND’—Tinker Bell, creation of the 
Walt Disney studios, is one of the char- 
acters who add charm to the Peter Pan 
peanut butter commercials on ABC-TV. 


PERSONAL SELLING—Gloria Louis demon- 
strates product use as hostess in the day- 
time serial, “Way of the World.” 
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On the Merchandising Front... 


Wholesaler’s Telephone Order Girl 
Is in a Key Sales Spot 


By E. B. Weiss 
Merchandising Consultant 

Several types of wholesalers are doing 
a rapidly mounting percentage of their 
total volume over the telephone. This is, 
of course, outstandingly true of the 
wholesale druggist. A considerable num- 
ber of wholesale druggists find today that 
_ over half of their units shipped are or- 
dered by their retail customers by tele- 
phone; in dollars, total telephone volume 
‘will run from one-third to 50%, and 
more, of total gross, among perhaps the 
majority of better drug wholesalers today. 
The same trend is discernible with re- 
spect to the food wholesaler, and among 
other wholesalers as well, with particular 
reference to those whose major volume 
is done in small-ticket items with rapid 
turnover. 

As a consequence, it is becoming some- 
thing of a question whether the whole- 
saler’s telephone order girl may not be 
destined to become somewhat more im- 
portant, as a sales factor, than the whole- 
saler’s salesmen! Among at least a few 
drug wholesalers, this rather radical 
change has already occurred; I am quite 
certain it will come about in an increas- 
ing number of wholesale establishments. 


= But whether or not the wholesaler’s 
telephone order girl is to achieve a sales 
position of greater importance than the 
wholesale salesman, it appears to me that 
manufacturers err when they continue to 
focus on the wholesale salesman and 
totally neglect the telephone order girl. 
This is particularly true of the home of- 
fice of manufacturers; I find that some 
manufacturers’ salesmen are keenly alive 
to the emergence of the wholesaler’s 
telephone order girl as a sales-making 
factor and on their own are taking appro- 
priate action. 

For example, some manufacturer’s 
salesmen, when arranging to talk before 
meetings of wholesaler sales organiza- 
tions, now make it a practice to request 
the wholesaler’s sales executive to invite 
one or more of the telephone order board 
girls to the meeting. It’s a good idea. 

As I see the future of this development, 
it will trend in these directions at the 
wholesale level: 

First, the wholesaler will tend, more 
and more, to add the concept as well as 
the word “selling” to the telephone order 
board. In other words, it will become 


Employe Communications... 


vastly more than merely an order-taking 
procedure, precisely as has happened, for 
example, in those few department stores 
that have planned intelligently to capi- 
talize on the sales-creating potentials of 
their telephone order boards. Ultimately, 
the wholesaler’s telephone order board 
staff will be planned, guided, trained and 
prodded to create sales—and I would not 
be at all astonished if some wholesale 
telephone order board staffs were right 
now doing more, and more productive, 
creative selling than the outside men! 

Second, the wholesaler will become in- 
creasingly receptive to electronic devices 
for use at the telephone order board, par- 
ticularly for use when the telephone 
order service would otherwise be dead. 
This will include, of course, automatic 
telephone recording devices, which are 
making rapid technological progress— 
and, with the telephone company’s 
obvious present-day plan of actively de- 
veloping new uses for telephone service, 
it is pretty certain that the huge American 
Tel and Tel will be putting its brains, 
and its weight, behind this development. 
As a matter of fact, the telephone com- 
pany is already somewhat active in this 
field. 


= As these developments take place at 
the wholesale end—that is, in the whole- 
saler’s establishment—I think that alert 
manufacturers will begin to plan in these 
directions: 

1. The manufacturer’s salesman will be 
instructed to contact the wholesaler’s tel- 
ephone order staff. 

2. Special literature and training tech- 
niques will be developed by manufactur- 
ers for the wholesaler’s telephone order 
staff; obviously, selling over the tele- 
phone is considerably different from sell- 
ing in the store. 

3. For the automatic telephone, it is 
not impossible that the recorded message 
which the retailer, in this instance, hears 
when his call to the wholesaler goes 
through, will some day include a “‘com- 
mercial” for a manufacturer’s line or 
brand or item. (I think this is definitely 
on the way.) Manufacturers will soon 
begin to write these commercials! 

Incidentally, this development brings 
back to my mind my rather frequently 
repeated theory that selling is destined 
to trend toward the impersonal. This is, 
of course, a classic example of the trend. 


Labor Is Under Management's Skin 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The subject matter of the midwinter 
personnel conference of the American 
Management Assn., held each year in 
Chicago, is generally a dependable re- 
flection of what’s on managemenis mind. 
It is obvious that, although labor has 
been under management’s skin for some 
years, the irritations are beginning to 
break forth into an unenviable rash in 
1955. 

The AMA this year invited its speakers 
to discuss such themes as the guaranteed 
annual wage, the uncertain state of the 
Taft-Hartley law, the anticipated mar- 
riage of the CIO and AFL, and the union 


welfare fund. The division of employe 
loyalty between the company and the 
union was a topic, along with a discus- 
sion of a fair day’s work for a fair day’s 
pay. Earlier in the year, the AMA pro- 
gram arrangers set up a closed-circuit 
television program, where a management 
bargaining team and a union bargaining 
team meet across the table. 


= In view of the clear fears of manage- 
ment regarding labor strife in the next 
few months, one might be impelled to 
ask: “What is management specifically 
doing about these things, notably the 
guaranteed annual wage?” 

The answer seems to be: Not much. In 
a medium size manufacturing city, with 
many CIO contract discussions in the off- 
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than any other ad in history. 


The Low-Down 


This is one ad that will probably be sent by more friends to more friends 


It offers “a unique research development” through which “you can now 
find out what your own business or social friends honestly and secretly 
think of you, your personality, appearance, character, and abilities.” 

“Armed with this knowledge,” the copy continues, “you can chart your hu- 
man contacts with increased skill and self-confidence.” 


Because of a unicqjue research devel- 
opment you can now find out what 
)our own busincss or social friends 
honestly and secretly think of you. 
your personality, appearance, char- 
acter, and abilities. If you'd like to 
discover those things about your- 
self that ‘even your best friend 
won't tell you’ we'll mail you the 
free particulars of this method on 
request. 


This technique enables you for 
) the first time to see yourself as 
your own friends, customers, neigh- 
bors, Or business associates see you. 
They'll tell us frankly and truth- 
fully what they think of you—and 
with their full permission we'll pass 


ow Se ne ee 


beliefs we happen to have. 


Do You Know What Your Friends 
Really Think of You? 


We doubt it. Human nature being what it is, we think it would be not only 
most depressing, but most disconcerting, to learn what our friends honestly 
and secretly think of us. Chances are that, armed with this knowledge, we’d 
sock the first guy in the kisser who paid us a compliment when we had 
trusted evidence that he hated our guts. 

As a matter of fact, this particular ad causes us to reaffirm two deep-seated 


The first is that, no matter how superficial it happens to be, there is a 
real place for manners and courtesy in this none too perfect world—for the 
proffered hand, the expression of gratitude, the asking of pardon, just the 
passing of the time of day or the interminably asked, “How do you do?” 

The second is the importance of conforming without surrendering, of giv- 
ing up, and of caring for people without caring whether or not they care 
for you. Only a person with a tremendous feeling of insecurity could bene- 
fit from research like this; and, unfortunately, a person with a tremendous 
feeling of insecurity not only couldn’t bring himself to send for it but could 
not bear to look at the findings if he did. 

The ad is symptomatic of our times, when we are more concerned with 
what other people think of us than what we think of ourselves. We cannot 
imagine a Jefferson or a Lincoln, a Pasteur or a Wilson answering this ad. 
When we try to imagine someone addressing an envelope for free details to 
As Others See Us, Box 209, Glen Cove, N. Y., all we see is a thin, pale, dis- 
traught little man with a duodenal ulcer, sipping cream as he writes. 


this priceless information along to 
you. 

You'll learn what your friends 
think is outstanding about you, 
what they like, respect, and ad- 
mire. You'll also learn what they 
wish you'd avoid. 


Armed with this knowledge, you 
can chart your human contacts 
with increased skill and self-con- 
fidence. Thus, this technique can 
help you gain greater popularity 
and prestige among the people 
whose opinions about you are im- 
portant to your business success or 
personal happiness, Write for free 
details to As Others See Us,; 
Box 209, Glen Cove, N. Y. { 


ing, a group of company industrial rela- 
tions managers recently met to discuss 
coming negotiations. The over-long 
luncheon session was devoted principally 
to the menacing invasions of organized 
labor, and each company spokesman ad- 
mitted it was just a doggoned shame. 


= Out of the conference, however, there 
was not one intelligent plan of action 
proposed, and one delegate summed up 
the noonday futility with this pearl of 
understatement: “Well, we don’t seem 
to have accomplished much, do we?” 
Another industrial relations manager 
shrugged off the discussion in observing 
that it was all management’s problem 
anyway. 

Labor is under management’s skin for 
a variety of reasons, but one glaring 
reason is the fact that the union strate- 
gists are doing a superior selling job in 
every department. Armed with statistics 
and highly persuasive manuals, they are 
pointing out the happy benefits of the 
guaranteed annual wage to a massive 


audience already sympathetic and re- 
sponsive. 

A company president, whose organi- 
zation is under constant bombardment 
by three articulate union journals, re- 
acts with violence to any mention of the 
guaranteed annual wage. He says storm- 
ily that his is a seasonal business, that 
the peaks and valleys of production are 
the customers’ responsibility, not his. The 
union papers disagree, and since this 
particular company has no established 
form of communication with its people, 
the union members listen to the union. 
They can’t very well listen to the presi- 
dent, because he lacks any accepted me- 
dium of communication. 


= Few neutral observers expect to see 
labor gain the guaranteed annual wage 
in 1955. Off-the-record comments of 
union people indicate that the unions 
themselves are not too hopeful of com- 
plete success. They may be content to 
settle for less, like a foot firmly in the 
door. 
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LaChoy Chinese foods, advertised through 
Foote, Cone & Belding, lead all other brands 


in preference and in sales 


FOOTE, CONE & BELDING, ADVERTISING: NEW YORK, CHICAGO, HOUSTON, 
LOS ANGELES, SAN FRANCISCO, HOLLYWOOD; LONDON, ENGLAND 
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Now that America is listening to radio in 26 million automobiles, advertisers have 


become increasingly interested in the amount of attention these sets command. 
Here’s what a pilot study recently showed: 


75 per cent of all motorists not only know the sponsors of the programs they’re 


hearing—they can “play back’’ substantial parts of the commercials.* 


Actually it’s not too surprising. With cars so easy to drive these days, there’s not much 
to do but steer. And when the motorist’s eye is fixed on the road, his ear hasn’t 

much else to do. Except to take in the most popular programs. And news of the 
products they sell...on The CBS Radio Network 


» aes te 


a ae 


*On two successive Sundays 
earlier this winter, Adver- 
test Research conducted in- 
terviews with a total of 344 
motorists traveling the 
New Jersey Turnpike. Ad- 
vertest found 77 per cent 
of the cars equipped with 
radio. Inthese cars, the two 
programs whose commer- 
cials were being tested 
(Jack Benny and Amos ’n’ 
Andy) had an average rat- 
ing of 23.1. A booklet giv- 
ing details of this survey 
is available from the CBS 
Radio Network on request. 
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Salesense in Advertising... 


Advertising Agencies Pick Their Best of 1954 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

Consistently in this space, year in and 
year out, I have bemoaned the fact that a 
great deal of nonsense in advertising is 
mistaken for salesense. 

In some advertising and business cir- 
cles there appears to be 
a conviction that peo- 
ple won’t read adver- 
tising unless it is 
amusing, or, better yet, 
hilarious. If it can’t 
be rib-tickling, it must 
at the very least be 
“clever.” “Cleverness” 
takes many forms— 
gags, a “cute” play on 
words, caricatures, 
blurbs, jingles, and zoological monkey- 
shines. I have never believed, however, 
that competent and successful agencies 
subscribe to this sort of nonsense. Hence 
I am happy to note that none of the “Best 
Ads” of 1954 so far submitted is of the 
“clever” variety. I am immensely heart- 
ened by the obvious intelligence of the 
thinking behind the advertisements dis- 
cussed in this special series of articles. 
This present piece is the tenth of the 
series. 


James D. Woolf 


Kudner Agency Inc. 

Kudner’s Shafto Dene submits, as “es- 
pecially effective,” an advertisement for 
Airfoam—the foam rubber cushioning 
made by Goodyear Tire & Rubber Co. 
Writes Mr. Dene: 

“The problem on Airfoam is the usual 
one of advertising a product that is a com- 
ponent in the end product bought by the 
consumer. In the case of Airfoam the task 
is complicated by the fact that the ma- 
terial we are advertising is never seen 
by the ultimate purchaser. It is perman- 
nently concealed under the upholstery 
fabric covering of the furniture and its 
presence can only be felt. A further com- 
plication is the fact that many inferior 
foam rubbers will feel approximately the 
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FURNITURE STORY—This campaign for Goodyear’s Airfoam cushioning aimed at consumers’ 
understanding that the most important consideration when buying furniture is “what’s 
inside.” Kudner Agency, New York, has the account. 
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same at first touch. 

“Our task, therefore, was to educate 
purchasers of furniture to make sure that 
Airfoam cushioning is inside the furni- 
ture they select regardless of style or up- 
holstery. : 

“To do this the ‘Ask What’s Inside’ 
campaign was devised. In the text the 
reader is told that the most important 
consideration in buying furniture for last- 
ing satisfaction is to ask ‘What’s Inside.’ 
In art we backed up this argument by 
showing in the major illustration a room 
scene depicting furniture of modern style 
and decor with a smaller supplementary 
illustration of the same scene showing the 
upholstery removed from the furniture to 
reveal where and how Airfoam was used 
in the cushioning. 

“This campaign has been running in 
this form for approximately a year and 
our latest consumer survey conducted in 
key marketing cities in all parts of the 
country shows that more homemakers 
prefer Airfoam than all other types of 
foam rubber cushioning combined.” 


Russel M. Seeds Co. 


L. J. Marshall, Seeds v.p. in charge of 
copy, submits the unusual “Baby Shoe” 
graduation page prepared by the agency 
for the W. A. Sheaffer Pen Company. 
Why Mr. Marshall found the production 
of this page “a refreshing experience,” is 
explained in his letter: 

“The product, sales position, market, 
media and the nature of the occasion all 
formed a pattern which permitted us a 
rare and stimulating pleasure in copy- 
writing. Here, we could take leave of the 
commonplace without reaching for the 
‘freak.’ 

“With Sheaffer’s Snorkel pen estab- 
lished as the leader in the field, with our 
tv coverage doing a dramatic job of dem- 
onstrating product features, we decided to 
use our magazine space differently. After 
exploring several channels, it was de- 
termined here to capitalize on the emo- 
tional appeal—as a departure from the 
practical or functional approach—to reach 
our market. 

“The result was a graduation ad with- 
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out the typical All-American boy and 
girl in cap and gown—without beaming, 
proud parental faces. We felt that both 
were on the page, however, for all to see. 
We feel, too, that in establishing our pro- 
duct as a symbol of achievement, its pres- 
tige, importance and desirability become 
firmly engraved in the minds of our mar- 
ket. 

“Admittedly, this can’t be done with 
every product, or with every client. When 
the opportunity arises, it’s a refreshing 
experience.” 


Ray C. Jenkins Advertising Agency 
The proof of the pudding is in the eatin’. 
The Marquette National Bank advertise- 
ment, shown here, stepped up home loan 
volume by 38% in 60 days, and I can 


Remember when those unsure shoes 

took that first bold step? And the shy. proud 
smile that fiashed for your approval’ 

Acnad the tumbling flood of memones emerges 
the promise you made vo yourself- your 
helping hand would never be hesitan’ 


Tomorrow's graduation marks another giant bul the hes! would over do 
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Advertising Age, February 14,1955 _ 


understand why Ray Jenkins is especially 
proud of it. Evidence, once again, that 
salesense in advertising (as opposed to 
nonsense) pays off. Says Ray: 


@ “On Aug. 2, 1954, President Eisenhower 
signed a bill which lowered the require- 
ments for FHA mortgage loans. During 
the week of Sept. 19-26, National Home 
Week was observed in the greater Min- 
neapolis area. 

“These two events prompted our crea- 
tion of the 1,000-line newspaper ad for 
our client, the Marquette National Bank 
of Minneapolis. This ad, in our opinion, is 
a complete departure from the usual for- 
mal type of bank advertising. 

“It was our intention to create an ad 
which would personalize both the new 
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GRADUATION AD—A more subtle approach than cap and gown was used in this Sheaffer 
Snorkel pen ad. The agency, Russel M. Seeds Co., Chicago, feels that dodging the 
commonplace was a “refreshing experience.” 


FHA HOME LOAN TERMS EASED 


/ MARQUETTE MAKES IT EASY‘ 
/ FOR YOU TO OWN A HOME 


Yes, now that home of your own can be a reality with an FHA Home Loan from 


Marquette National Bank 


5 The new housing bill makes it possible for Marquette to lower down payment 3! 
j requirements —_give you generous mortgage terms on either an old or new home Fy 
and offer you up to 30 year terms which means smaller monthly payments 4 


of 1 per cent FHA Insurance 
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Interest on Marquette FHA Home Loans ws only 4!» per cent, plus one-half 
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No need to put off buying your own home any longer The fnendly folks uw yy 
Marquette’s Mortgage Loan Department are ready to offer you a home loan under | 
this new FHA financing plan. They can also arrange G 1 and Conventional Home % 
mortgages Just ask for any one of these Marquette Mortgage Loan experts & 
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SEE THE 
DURING 
NATIONAL HOME WEEK 
SEPTEMBER 19-26 
26 Sparking new homes tocated throughout 
Minneapolrs and Suburbs— built and drplayed by 
the city's leading contractors Loot tor complete 

detards wn next Sunday's Tribune 
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SALESENSE PAYS OFF—The agency, Ray C. Jenkins Advertising Agency, Minneapolis, cre- 
ated this ad to personalize the new FHA bill and National Home Mortgage Week in 
Minneapolis. It increased Marquette’s home loan volume over a 60-day period by 38%. 
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Things have changed in Cincinnati. . . 


And look what’s happene 
in the last 6 months! 
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Inc. Both show figures for 6 month periods. 
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Solid Cincinnati reads \ The Cincinnati Enquirer 


Represented by Moloney, Regan and Schmitt, Inc. 
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FHA bill and National Home Week in 
Minneapolis for the mortgage department 
of the Marquette National Bank. The ad, 
which appeared Sept. 14 in the Minnea- 
polis Star, and Sept. 15 in the Minnea- 
polis Tribune, was the first on the sub- 
ject to appear in this area. 


“Through proper timing and the hard 
selling type of copy slant, this ad in- 
creased home loan inquiries approxi- 
mately 100%; produced 54% more loans 
over the previous average and stepped 
up Marquette’s home loan volume over a 
60-day period by 38%!” 


Mr. Woolf’s series is now available in a 64-page book: “Ad- 
vertising Agencies Pick Their Best of 1954.” Copies are 75¢ 
each, with a 10% discount in quantities of 10 or more. Address 
Advertising Age, 200 E. Illinois St., Chicago 11, Ill. 


Tips for the Production Man... 


Closing Dates—Too Far in Advance? 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, II.) 

There has been feverish discussion late- 
ly in meetings of advertisers and produc- 
tion men, examining the length of time 
required by magazines between closing 
dates and actual mailing or distribution 
of the magazines. Naturally the produc- 
tion man thinks closing dates are too far 
ahead; magazines claim they are doing a 
superlative job as it is. 

An entire bulletin was devoted to this 
question recently by the Magazine Adver- 
tising Bureau, 271 Madison Ave., New 
York. The advertiser’s need was empha- 
tically stated. In rebuttal it was pointed 
out that the publisher is doing a better 
job than ever before: more color forms, 
larger number of pages, circulations and 
total distribution more than doubled com- 
pared with 20 years ago. 

Frank Braucher, president of Magazine 
Advertising Bureau, summed up the re- 
sponsibility of the advertiser thus: “For 
lack of a decision, the plate was late; for 
lack of a plate the form was late; for lack 
of a form the magazine... wait a minute! 
The magazine can’t be late in arriving at 
the homes of subscribers or on news- 
stands!” 

In actual operation, many magazines 
regularly extend the deadline for plates 
when counseled in advance and when 
shift in position is granted in order to 
place the running in a later press form. 
Thus published closing dates are fre- 
quently shortened in cases of dire neces- 
sity. What the publisher objects to is the 
claim of dire necessity as a “cover-up” for 
dilatory practices in ad preparation. He 
also objects to the occasional extension 
becoming a new “par” for closing dates. 

I have a few suggestions, born of per- 
sonal observation of practices in trade 
paper publishing. These changes might 
enable publishers to speed up the time 
they require for processing: 

1. Doing away with type composition 
and makeup by the publisher. Many a 


G.D. Crain Jr. Says... 


small ad crammed with 6-point type re- 
quires trial-and-error typesetting and 
frequently several transmissions of proofs. 
Complete plates, ready to run, will save 
time. 

2. Doing away with the necessity of 
taking and submitting proofs on ads which 
are completely plated. What good is 
served by this step? The production man 
already has his proofs from the engraver; 
if there is an error, this should be caught 
and corrected before electrotyping. At- 
tachment of plate proof with insertion or- 
der will enable the publisher to make 
sure the correct plate is inserted in the 
form. In turn, the publisher will have 
to examine plates to make sure they have 
not been damaged in transit. 

3. Elimination of the horrendous prac- 
tice of making one plate work for several 
publications, requiring the publications 
to shunt them about from publisher to 
publisher, each with his narrow deadline 
limits. This practice causes many frantic 
telegrams, missed deadlines, and general 
frustration. 


® 4. Simplification of method of insert- 
ing key numbers. Keep key numbers out 
of reverse plates and hard-to-get-at box- 
es. This should enable publisher to insert 
key numbers quickly, and without sub- 
mission of proofs. (The publisher will 
have to take full responsibility for correct 
key number.) 

5. More advance information to pub- 
lisher, as to the correct size of plate, col- 
or desired, bleed requirements. Lack of 
such physical data is cited by magazine 
production men as one of their chief 
headaches. Advance knowledge assists in 
scientific planning of forms, even when 
the actual plate is not at hand. 

6. More latitude to publisher as to po- 
sition. In a well edited magazine live 
material is carried consistently through 
the book right up to the last pages. Some 
of the departmental material and short 
features are among the most widely-read 
parts of a vigorous publication and thus 
no ad can really “get lost.” 


Improved Equipment Helps the Worker 


Walter Reuther, head of the CIO and 
the United Automobile Workers, has is- 
sued statements condemning automation 
and automatic production machinery, on 
the ground that they will eliminate the 
need for workers and thus cause unem- 
ployment. 

The National Assn. of Manufacturers 
has considered this attack and others like 
it important enough, from the standpoint 
of creating adverse opinion among work- 
ers, to justify the publication of a booklet 
on this subject, entitled “Calling All Jobs.” 
It emphasizes the fact that automation 
will not create plants without workers. 

Objections from workers and their 
representatives to the adoption of labor- 
saving machinery have been made from 
the time the first mechanical methods of 
production were introduced. Yet indus- 
tries which have adopted improved meth- 


ae 


ods of manufacturing have grown so fast 
that their need for workers has expanded 
enormously. The only difference is that 
modern machinery reduces the drudgery 
of production and takes a big load off the 
worker’s back. 

What actually happens when automatic 
or semi-automatic methods of production 
are adopted is that the cost of production 
is reduced to the point that markets are 
broadened through lower prices to the 
consumer. Thus more output is absorbed 
and more workers are needed to turn it 
out. 

Elmer F. Twyman, v.p. of Yale & Towne 
Mfg. Co., Philadelphia, issued a statement 
during the National Plant Maintenance 
and Engineering Show in Chicago recent- 
ly, asserting that the new technology of 
automation “is bringing with it a promise 
of a new peak of better living for all 


Americans.” And he added that fewer in- 
dustrial accidents usually follow the in- 
troduction of automation. 

Thomas R. Masterson, assistant profes- 
sor of management of the College of Com- 
merce of DePaul University, wrote a letter 
to the editor of the Chicago Daily News, 
answering the complaint of another writer 
that automatic machinery displaces work- 
ers. 

“T would like to suggest,” he said, “that 
automation does not ‘displace’ workers, 
but rather multiplies their effectiveness. 

“The technique has the result of in- 
creasing the output and lowering the costs 
per unit produced by a group of workers, 
and therefore multiplies their value and 
wages. 

“Also, automation is nothing more than 
one added step along the road of the In- 
dustrial Revolution. It represents, not the 
addition of a machine to a _ worker’s 
muscle, but to his brain; but it is not rad- 
ically new. 

“Lastly, automation will probably be 
confined forever to mass-production in- 
dustries, because of its high costs. These 
are the industries which have always ex- 
hibited increasing output relative to num- 
bers of persons employed. 

“In view of this, should not automation 
be considered a challenge rather than a 
threat?” 


® As Prof. Masterson says, automation is 
not a brand-new development in indus- 
try—it is the extension of an idea which 
has been employed for many years, since 
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automatic controls have been utilized for 
many applications. Making machinery ful- 
ly automatic is simply carrying out to the 
fullest extent the ideas which have be- 
come familiar in many divisions of busi- 
ness, especially the mass production in- 
dustries. 

In the long run, better and cheaper 
methods of production will have the same 
effect they have had during the entire 
period of the application of power and 
machinery to the problems of production 
—increasing output, lowering costs, broad- 
ening markets, increasing demand and 
thereby multiplying jobs in the factory. 
The automobile industry, which will prob- 
ably be the most outstanding exponent of 
automation, is a good example of how in- 
dustries grow through constantly im- 
proved methods of production which aid 
the worker and reduce costs. 

Union labor leaders are naturally con- 
cerned with the maintenance of employ- 
ment in the industries they serve. But em- 
ployment is based on demand for the in- 
dustry’s products, and automation is 
simply one more effort to cut costs in 
production and thereby to increase de- 
mand. 

There may be some shifting of jobs to 
the manufacture and maintenance of 
automatic and semi-automatic machines 
and the control mechanisms which oper- 
ate them, but if the history of American 
industry is any guide, the net result will 
be to increase jobs by increasing demand 
through the production of better and 
cheaper products. 


Looking at the Retail Ads 


And at no extra fare! 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Most all airline advertising seems to 
be quite alike. A big scream about price. 
Some black type. Mention of a few des- 
tinations. 

The brightest spot on my most recent 
visit to Los Angeles was this Qantas ad. 
I read it and smiled through my smog 
tears. For this, in my opinion, is Ad- 
vertising with a capital A, and I always 
rejoice when advertising talent makes 
space a dynamic and lively purveyor of 
an idea it must be profitable to an ad- 
vertiser to propagate. 

Here there’s a story to be told. An ad- 
vertiser buys space to tell it. It is sub- 
limated in a beautifully fused illustra- 
tion and headline. The headline selects 
the right audience. It is packed full of 
interesting overtones and implications. 

Advertising skill and wisdom make 
but little contribution to the effective- 
ness of a great many ads running today. 
(1) “Item or proposition appeal,” (2) 
value appeal, and (3) store or brand 
name appeal, are about all that contrib- 


ute to many so-called ads’ virtues. 


The Connoisseur, *Qantas’ special new all-First Class 
Super Constellation service to the South Seas, limits 
its passenger list to a very few, and cares for these 5-1314. 
exceedingly well. Sleeper chairs, delicious full-course 
meals with champagne, a spacious lounge, complimen- 
tary bar service; the attention of a cabin crew of four. 


This man hurrying to Australia on THE Connoisseur 


++. has never felt quite so luxurious. Small wonder, 


For details on this or any of Qantas’ 
global air routes —68,000 extremely 
comfortable miles serving five conti- 
nenta—aee your travel agent or call 
Qantas, 506 West Sixth St., MAdisor. 


#2 orn the Quintessence of elegance 


AUSTRALIA'S OVERSEAS AIRLINE 


Now 3 Qantas flights weekly to Australia! 


If advertising skill and wisdom do not 
provide an ad with INTEREST IMPACT 
and SALES EFFECTIVENESS over and 
above the interest and selling inherent 
in the merchandise (proposition), price, 
and advertiser name, then you do not 
need ad people to create ads. Such ads 
—a considerable percentage of all of 
today’s advertising—unlike this Qantas 
ad, could be put together by school kids, 
a composing room superintendent, a 
wallpaper designer, or a brick layer with 
a sense of proportion. 

To the proposition advertised here 
(air transportation to Australia), the 
name of the advertiser may contribute 
little, for I suppose it is already known 
to but relatively few prospects for Aus- 
tralian travel. Prices are not printed— 
are admittedly First Class, hence not 
cheap—so there is no price appeal in 
this ad. 

A big contribution is made however, 
by an idea, a quick way of saying with 
a picture what many words could not 
say as well. I think advertising sense, 
skill, and wisdom are evidenced here. 
After all, many ads are based on ideas, 
but too few of them are pertinent sell- 
ing ideas. 
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i tising from Bruce B. Brewer & Co.| Utica Brewing Co., Utica, N. Y., Hammermill in Campaign in three consumer magazines and RAB § 
/ National Brewing Co., Balti-|to Abbott Kimball Co. from Far-| Hammermill Paper Co., Erie, Pa.,|25 business publications, is de- Radi 
more, and its Detroit subsidiary, |quhar & Co. lhas launched a campaign designed | signed to show business men what York 
Altes Brewing Co., to W. B. Doner to take the public behind the| they get for their money. Consum- sca Fs 
q ¢ Co. from Kenyon & Eckhardt. | Set International Meet scenes to see “what it does to make| er Magazines being used are Busi- WHK 
' : Original Beer Importing Dis-| The second annual Midwest In-|jts products better.” The “see-for-| ness Week, The Saturday Evening heres 
. 0 $@Ba ae: eee : \tributing Co., New York, tojternational Advertising Confer-| yourself” approach, which will, Post and Time. Batten, Barton, www! 
4 meee. ee Charles W. Hoyt & Co. for Amstel |ence will be held in Chicago’s La- run for the remainder of the year Durstine & Osborn is the agency. present 
: ‘Holland Beer. No previous agency |Salle Hotel on April 13. It will' 2 
‘ : of record listed. open with a luncheon, followed by rage 


. . WGMS 
*.'| San Francisco Brewing Corp. to|afternoon panel discussions on : 
4 od Batten, Barton, Durstine & Os-|overseas marketing. The confer- IMPLEMENTOS The FARM MAGAZINE for Surlin 
‘ born from Reinhardt Advertising.|ence is jointly sponsored by the TR ACTORES LATIN AMERICA! 
: Adam Scheidt Brewing Co.,|Export Managers Club of Chicago | y @ COVERS LARGE ACREAGE RANCHERS, 
{ Norristown, Pa., to Al Paul Lefton |and the International Advertising PLANTERS, COMMERCIAL FARMERS ie 
Co. No previous agency of record | Assn. e@ THE FARM TRADE © GOVERNMENT AGRICULTURAL OFFICIALS 
] listed. Scheidt was bought by C. © OVER 20,000 AUDITED COVERAGE 
{ Schmidt & Sons, Philadelphia| Oscar Rudstein Appointed a — 
) —_— oO. | brewer, also a Lefton account. The Studebaker Dealers Assn. Write for Market & Media File GRAPHIC ARTS BLDC. En; 
ae: anashemmne, || Tivoli Brewing Co., Denver, to|of Greater Boston has appointed|| IMPLEMENT & TRACTOR INTERNATIONAL CORP.  ansas city 5, MO. 
‘es See | © ~~ CC! |?Prescott & Pilz from Ball & Dav-|Oscar E. Rudstein & Associates, OFFICES: NEW YORK + CHICAGO + CLEVELAND + KANSAS CITY © LOS ANGELES 
\ aS opeeessasz ' Fence oases idson. Boston, to handle its advertising. 


TELLER AVE.2—Hartford National 

Bank & Trust Co. features street- 

naming contest in a page ad for its 

newly-instituted drive-in service in 
the Hartford Times. 


Intricate Shifts | 
of Beer Accounts | 
Keep Agencies Alert | 


NEw YorK, Feb. 8—Madison 
Ave. has a saying about beer ac-| 
counts: 

Few of them stay around long 
enough to get a head. This seems 
to be borne out by the frequency 
of account changes among brewer- 
ies during recent years, although 
the Ballantine switch last week 
from J. Walter Thompson Co. to 
William Esty Co. is a notable ex- 
ception, Thompson having ser-| 
viced the account for about 20 
years. Another exception is Goe- 
bel Brewing Co., Detroit, which 
will shortly leave Brooke, Smith, 
French & Dorrance after about 15 
years to go to Campbell-Ewald 
cx. 

{ During 1954, AA reported 17 
major changes among brewery ac- 
counts. These included: 

American Brewery Inc., Balti- 
more, to VanSant, Dugdale & Co. 
from Kuff & Feldstein. 

Dawson Brewery, New Bedford, 
Mass., to Reingold Co. from Bres- 
nick Co. 

r Frank Fehr Brewing Co., Louis- 
ville, to Dooley Advertising Agen- 
' cy from McCann-Erickson. 
Fox Head Brewing Co., Wau- 
kesha, Wis., to Frank C. Nahser Like CALIFORNIA WITHOUT 
from Klau-Van Pietersom-Dun- 
lap. 
Globe Brewing Co., Baltimore, (Hp 


to Awl & Golnick Associates from 3 
VanSant, Dugdale & Co. @ :) 
Griesedieck Bros. Brewing Co., D 


St. Louis, returned to Ruthrauff & 


ee ee 


a 2° 


Pr oF or 
Ryan from Krupnick & Associates. iy HACE 
R&R handled from 1942 to 1953. @) E E + Ly Ay, 
Griesedieck Western Brewing : “# 
Co., Belleville, Ill, to Erwin, re oe 
Wasey & Co. from Maxon Inc. <a 
Gunther Brewing Co., Balti- a SACRAMENTO BEE . 
more, from Joseph Katz Co. to NOT COVERED BY LOS ANGELES “ey 
Bryan Houston Inc. ey “tr * ODESTO BEE 
i Heidelberg Brewing Co., Taco- AND SAN FRANCISCO NEWSPAPERS Py i 
ma, to MacFarland, Aveyard & Co. AK oe ¢ 
4 from How J. Ryan & Son. : : eel . : THE ; | 
Wi Metropolis Brewery of New California’s Billion Dollar Valley lies inland — isolated from dis- © a5; SNO BEE | 
Jersey, Trenton, to Norman D. tant Coast cities by mountains. This independent, self-contained i; 
Waters & Associates from Hilton is bi h aie , / P, ¥ 
& Riggio. area is bigger than Illinois, has more population than West | 
Minneapolis Brewing Co., Min- Virginia. . $4 
i dver- +7: , P . 
DOEEERE, TO Ry Reaves Aaves Valley families have nearly $31 billion in buying power, account 1] a: ; | 
for more retail sales than Kansas.* You're not selling California A 4 
€ Marie does ny unless you’re selling the Valley. And to cover it in depth, you 
\ © need the three Bee newspapers, each the strong local favorite in 
- FAS TER cee its part of the Valley. 
pete «tage, we hear * Sales Management’s 1954 Copyrighted Survey 
ing, addressing, fill-in on 
multigraphed letters, 
= McCLATCHY NEWSPAPERS 
Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, } NATIONAL REPRESENTATIVES .. . O/MARA & ORMSBEE 
uick service and fast delivery 
CALL WAbash 2-8655. 
Tee Leller Shipp 1 MA 
431 S. Dearborn Street, Chicago 5, Ll. 
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RAB Signs Ten Stations 


Radio Advertising Bureau, New 
York, has added 10 new station 
members. They are WWJ, Detroit; 
WHK, Cleveland; KRNT, Des 
Moines; WNAX, Yankton, S. D.; 
WWWR, Russellville, Ala.; WSNW, 
Seneca, S. C.; WBAW, Barnwell, 
S. C.; WLFA, Lafayette, Ga.; 
WGMS, Washington, and WFNS, 
Burlington, N. C. 


in CANADA 
39% of the 
English-speaking Families 
read 
The STAR WEEKLY 
Ask for Information 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


“in all principal advertising centers 


British Small Cars Lose U. S. Sales 


Jaguar, MG, Austin Ad 
Budgets Are Cut for 
1955 After Sales Drop 


By Milton Moskowitz 

New York, Feb. 8—British cars 
are taking a bad beating in the 
American market and the question 
today is: “Will they continue to 
stick it out?” 

Austin Motor Co. Ltd., once the 
trail-blazer for foreign cars, has 
already retrenched. Austin has 
lopped 17 people off its New York 
staff, put the American branch 
under jurisdiction of the Canadi- 
an office, and slashed its ad bud- 
get to the bone. 

Figures prepared by The New 
Yorker show that 1954 was the 


“ON YOUR TOES!” 


or How to make Friends and hold Customers!” 


Part time in ballet, but in business—a full 


time job! 
improved processes, 


e New ideas, finer materials. 


better methods, plus 


alertness to take advantage of them. They’re 
the stuff of which progress and surer results 
are made! e That those whose advertising 
is noted for exceptional excellence of repro- 
duction are constantly being added to 
ROGERS’ customer list, is convincing evi- 


dence that it pays to use a source that’s ‘‘on 


its toes.”’ 


ROGERS 


engravi 


ng company 
* 


2001 calumet avenue « chicago 16 


MASTER CRAFTSMEN 


OF PHOTO-ENGRAVING 


as Perky German Volkswagen Gains 


worst year since 1951 for foreign 
car sales in this country. Sales in 
the first 11 months of the year to- 
taled only 22,860, a decline of 16% 
ring sales in the similar 1953 pe- 
riod. 


® What must make it especially 
galling for the British is that the 
German Volkswagen, which has 
given them a drubbing on the 
European continent, has now 
roared into first place in the mar- 
ket which they originally opened 
here. 

The pint-sized Volkswagen, 
which can be bought for $1,500 
at ports of entry, reached the top 
without the benefit of any adver- 
tising. From sales of 612 in 1952, 
it rose to 1,237 in 1953 and in the 
first 11 months of 1954 it sold 5,- 
226, leaping from seventh place 
to first. 

Imported automobiles had their 
peak year in 1952, when some 30,- 
000 were sold—nearly all Brit- 
ish. They dropped down to 28,000 
in 1953 and finished 1954 at about 
23,000. When you subtract the 5,- 
000 Volkswagens which were sold 
last year, you can see what has 
happened: in two years the British 
car market in the U. S. has al- 
most been halved. 


® Advertising expenditures in this 
field have never been sensational 
and they are not likely to grow to 
any magnitude now. Budgets did 
pick up sharply last year, just as 
sales were on the downgrade. Ac- 
cording to Publishers Information 
Bureau figures, only 33 magazine 
pages were used to promote foreign 
cars in 1953, but 63 ad pages were 


Magazine Ad Pages 


for Foreign Cars 


1948 1949 1950 1951 1952 1953 1954* 
38 “4 32 31 39 33 = «463 
*11 months 

Source: Publishers Information Bureau 
One magazine, The New Yorker, 
has accounted for the majority of 
ad pages. Of the 1954 total, 46 pag- 
es were in The New Yorker. 


used in the first 11 months of 1954. 

Austin made a big dollar con- 
tribution to this surge by taking 
four pages in Life as an experi- 
ment. It didn’t help. While the 
Austin-Healey sports car made 
satisfactory progress in its intro- 
ductory year, sales of the small 
Austins were eroded, dropping 
from 3,000 in 1953 to less than 1,- 
500 last year. 


= Having got its feet wet in ad- 
vertising, Austin has apparently 
decided it has had enough. Its bud- 
get this year is reportedly down to 
$15,000, and AA understands that 
Ogilvy, Benson & Mather resigned 
the account because of this paring. 
Charles W. Hoyt Co. now handles 
this advertising. 

Despite this setback, Austin has 
been able to increase its dollar 
earnings through a contract with 
Nash. The Nash Metropolitan is 
being made in Austin’s English 
factory and more than 6,000 were 
sold in the second half of 1954, 
when they first began to appear on 
the market. 

Compatriots of Austin are also 
in the dollar doldrums. The Eng- 
lish-built Fords, the MG sports 
car, the Morris Minor and the Hill- 
man Minx were all in reverse dur- 
ing 1954. 

After selling 3,600 cars here in 
1953, British Ford plunged to 1,- 
600 last year. 


® The MG, made by the Nuffield 
division of British Motor Corp. 
(Austin makes up the other divi- 
sion), reigned for some time as the 
most popular foreign car in Amer- 
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BALANCE SHEET—Unusual New York- 

er page placed by J. Walter 

Thompson Co. for Ford Anglia 

tells reactions (favorable and un- 

favorable) of people who took test 

drive in the four-cylinder English 
make. 


ica, It still sold more than 3,000 
last year, but this was quite a 
comedown from the 6,600 bought 
by Americans in 1953. 

The Morris—another Nuffield 
make—has sustained a 50% sales 
decline. It sold less than 1,000 in 
1954. 

Rootes Motors, maker of the 
Hillman and Sunbeam-Talbot, is 
also feeling the pinch. Hillman 
sales in 1953 were 4,500; now they 
are down to 2,400. Rootes had great 
hopes for its Sunbeam-Talbot 
sports car in the American market. 
Introduced in 1953, it sold 1,237; 
sales in the first 11 months of last 
year were 485. 


@ The one British car which has 
seemingly gained a sure foothold 
in the American market is the 
Jaguar, now running second to the| 4 
Volkswagen with sales of 3,178 in 
the first 11 months of 1954. Jaguar 
sales in 1953 were 3,914. 


cars, the two-seater Jaguar sells 


| selling 


Advertising Age, February 14, 1955 


so comes in more expensive sedan 
models. A new Jaguar, out this 
year, will have 250 horsepower. 
Unlike some imported makes, 
the Jaguar has been consistently 
advertised. Jaguar Cars Ltd. ran 
18 magazine pages last year, mak- 


=== |ing it the leading foreign car ad- 
~ | vertiser in the country. It plans to 


maintain this program in 1955 
through H. B. Humphrey, Alley & 
Richards. 


® Ford, which ran 10 magazine 


=< | pages in 1954, has announced that 
~*|it intends to expand its adver- 
-| tising this year, using Holiday, The 


New Yorker, Sunset Magazine, lo- 
cal newspapers and spot radio. 


_|Ford has been putting its big push 


behind the four-cylinder Anglia, 
for $1,400. J. Walter 
Thompson Co. is the agency. 

Hambro Trading Co., agent for 
the MG and Morris, told AA it 
plans to do little or no advertising 
in 1955. McCarty Co. now has the 
Hambro account. 

Rootes, which placed only five 
ad pages last year, is handled by 
Anderson & Cairns. 


a And then we have Volkswagen, 
which has no agency and does no 
advertising. W. Van de Kamp, fac- 
tory representative of the German 
company, told AA that Volkswa- 
gen is concentrating on building 
up its organization here before go- 
ing into advertising. It now has 17 
distributors and 400 dealers across 
the country. 

This is a hard-selling company 


LYNCHBURG 


VIRGINIA 
An Industrial Center, A Virgin Key 


City rough 
THE LYNCHBURG NEWS & ADVANCE 
1. Effective buying income 
$71,157,000. 
2. Quality of market index 109. 
8. City zone population 58,880. 
4. Lynchburg cannot be sold from 


the outside. 
ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 
Nationally Represented by 


One of the world’s top racing| 


at ports of entry for $3,400. It al-| 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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With Colorful 


beverages, waxes, polishes . . . 


to apparel, textile goods, paper products, 
perfumes, toiletries, toys, novelties — an infinite 
range of consumer merchandise can be effective- 
ly, economically packaged with “SELF-STICK” 
Bands. Printed in beautiful Flexographic colors. 
Seal at finger’s touch — no moistening, taping, 
stitching, pinning! 
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TOP ADVERTISER—Jaguar, now the 
leading foreign car advertiser in 


spare parts in North America. 


Aside from decreasing, the mar- | 


ket for foreign cars has changed 
very little over the past five years. 
It is still a well-to-do market, with 
the family income ranging above 
$7,500, it is a second-car market 


‘and it is a highly concentrated 
/market geographically. 


® Ten states—California, New 
York, Massachusetts, New Jersey, 
Connecticut, Florida, Pennsylvania, 
Ohio, Virginia and Washington— 
account for 78% of all foreign car 
sales. California is by far the best 
market, taking more than 25% of 
all imported makes. Coastal states 
predominate, since that is where 


the foreign cars have their price 
sadvantage. 


A growing practice, as more and 
more Americans travel abroad, is 
the purchase of a foreign car over- 
seas. It is estimated that some 4,- 
000 Americans bought cars in Eu- 
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|Ad Rate Guide Published 
The 1955 “Advertisers Rate & 


tion, has been published by E. H. 
Brown Advertising Agency, 20 N. 
Wacker Dr., Chicago. The guide 
lists rates, circulation, closing and 
issuance dates for general, farm, 
mail order and direct selling mag- 


tional magazines and metropolitan 
newspaper roto magazines, 
daily and Sunday display rates of 
newspapers in cities of over 50,- 
000. Classified ad information of 
leading newspapers is tabulated by 
‘city and state in addition to na- 
tional and sectional groups. The 
56-page guide is available to ad- 
vertisers without charge from 
Brown. 


| 


| ‘House Beautiful’ Names 


Dr. Howland, Five Others 


House Beautiful, New York, has 


U. S., runs this announcement ad | rope during 1954. Many return/appointed Dr. Joseph E. Howland 
in the February Road & Track, with the car, although some resell |director of special projects and 


pointing up new features of the| 
1955 model. 


as the British have reason to know 
from their European experiences. 
Volkswagen started from scratch 
after the war, set up a factory at 
Wolfsburg and went into mass 
production in an incredibly short 


Foreign Car Registrations 


1953-54 | 
Top Ten 

1953 1954* 
WER" Wtistcessenied 6,606 Volkswagen ...... 5,226 | 
Hillman .......... MBBE SOGUESE ciseciesciccss 3,178 | 
Jaguor ............ I ME aetcissnisiccniel 3,081 | 
ee 3,644 Hillman ............ 2,332 | 
ee 3,087 Austin-Healy ...... 1,924 | 
BOS - sintane PE TID itincnstiicsxicens 1,513 | 
Volkswagen ....1,237 Austin ................ 1,392 | 
Sunbeam-Tal- PT aisciiinnnia 904 
BO desisevekasetac 809 Standard Tri- 
POIGID ssriserstvoas BB I cvctcsvcserissi 854 | 
BINT: stidettbeckuced 422 Sunbeam-Talbot ..486 | 


(Austin-Healy—231) 
*11 months | 
Other registrations in 1954 (in 
alphabetical order): A.C., 1; Alfa- 
Romeo, 3; Allard, 14; Alvis, 7; 
Armstrong, 20; Arnolt, 16; Aston- 
Martin, 23; Bentley, 39; Bristol, 4; 
Cistalia, 1; Citroen, 21; Daimler, 
4; Standard, 21; Ferrari, 9; Fiat, 17; 
Humber, 48; Jowett, 9; Kim Imper- 
ial, 2; Lancia, 4; Mercedes-Benz, 
402; Morgan, 55; Opel, 46; Panhard, 
19; Porsche, 471; Renault, 124; Ri- 
ley, 8; Rolls-Royce, 33; Rover, 235; 
Siata, 11; Simca, 58; Singer, 167; 
Talbot, 5; Taunus, 9; Vauxhall, 4; 
Vedette, 1. 
(Figures supplied by The New 
Yorker.) 


period of time. It can now produce | 
1,000 cars a day on its three pro- | 
duction lines and is engaged in a. 
world sales race with British cars. | 

The “people’s car’’—originally | 
dreamed up by Hitler—looks like 
a beetle, has an air-cooled engine 
in the rear and a reputation for 
sturdiness and reliability. It has 
benefited from a _ tremendous 
amount of free publicity. 

In Europe, Volkswagen is known 
for its strong after-sales service 
program and Mr. Van de Kamp is | 
emphasizing this aspect in his trips | 
up and down the country. He told | 
AA that the company now has | 
more than $1,000,000 worth of. 


NEW BERN 
NORTH CAROLINA 


New Bern is the buying center of | 
Craven County’s— 


$61,792,000 
effective buying income. | 
The Sun-Journal, New Bern’s only | 
newspaper will cooperate in build- | 
ing sales for you. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


it before coming home. 


‘Paul E. Yergens sales and mer- 


azines, “shopping sections” of na- | 


and | 


_chandising coordinator for House 
Beautiful Guide for the Bride, 


Gardener. 

Added to the sales staff are 
‘Mann, New York; Edwin J. Mc- 
Ginty, Cleveland, and Gordon E. 
Taylor Jr., Chicago. 


Discontinue Merger Talks 

Frank Greenwall, president of 
|\National Starch Products, New 
York, and Richard Moss, chairman 
of the board of Clinton Foods Inc., 
|Clinton, Ia., have announced nego- 
tiations for the merger of the Corn 
Processing division of Clinton 
Foods with National Starch Prod- 
ucts (AA, Oct. 11, 1954) have been 
discontinued. 


Snyder to Stewart, Dougall 


consulting staff, industrial 
‘search, Stewart, Dougall & Asso- 
ciates, New York. He formerly 
was director of marketing analysis 


‘George W. Lee and Robert N. 


Harry P. Snyder has joined the | 
re- | 


a et 
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| and product development of Tex- 
tile By-Products Corp., Hudson, 


Data Guide,” the 30th annual edi- | Building Manual and Practical |N. Y. 


Katz Names Neuwirth 

H. D. Neuwirth, formerly of 
H-R Representatives, has joined 
the radio sales staff of Katz Agen- 
‘cy, New York, national advertising 
representative. 


| 


PATERSON 


| NEW JERSEY 

3rd City in New Jersey Covered With 

| THE PATERSON CALL 

\In 1953 the Morning Call carried 
‘more than 6,594,000 lines of local 
advertising. Department Stores and 
‘national chain food companies 
‘know, from long experience, the 


| 
people of Paterson read and are 


influenced by their advertising in 


the Call. 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 


Nationally Represented by 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


with displays, labels, packaging 


I; PAYS TO BE able to get through obstacles ... 


especially at the point of sale It pays to be unusual 


_ to make eyes—and hands— 


leap automatically toward your product. For over 43 years 


we have been creating fine lithographed selling aids . . 


engineering point of sale programs to move merchandise ranging 


from whiskey to watch bands! In our 220,000 square feet 


of new plant you'll find the most modern lithographic 


equipment in America—and men with ideas, too! May 


we show you 


how we might sell for you? 


There's no obligation. Just call. . . 


Libaaraphing bo 


CONSOLIDATED 


Tampa 


Sales Offices in Philadelphia, Chicago, Louisville, Tar 


Window, Counter or Merchandising Displays in Light, Motion or Dimension 


LABELS @ BROCHURES @ CALENDARS @ 


ANNUAL REPORTS 


WRAPS @ BOOKLETS © FOLDERS © POSTERS © TEXTURE FOLDERS 
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Goebel Names Rudden A.M. 
Goebel Brewing Co., Detroit and 
Oakland, has appointed John Pres- 
ton Rudden advertising manager. 
Mr. Rudden formerly was adver- 
tising manager of Altes Brewing 
Co. and has been associated with 
Ruthrauff & Ryan and Ross Roy 
Inc. He succeeds A. C. Graham, 
who has been named sales mana- 
ger of the brewer’s new Guinness 


Fy sedyiltiae tS 
Nga ak 
Lo; CAE ae PvE oS 
Ee! Aye SEEN 


Kling Names Olendorf, Rose 
Kling Studios, Chicago, has ap- 
pointed William C. Olendorf an 
account executive in its sales pro- 
motion and training division. Mr. 
Olendorf formerly was a _ space 
representative for Better Homes & 
Gardens. Kling also has named 
Hilly Rose, formerly advertising 
and promotion manager of Fuller- 
ton Steel & Wire Co., to its crea- 


beer and ale division. 


The little man who 
was there — 


tive staff. 


got the business! 158 firms, mostly small, adver- 
tised to radio-electronic engineers in the 1949 
IRE DIRECTORY. But the “little man” found it 
paid out. 


Proof? In 1954, most of these firms are BIG, and 
502 advertised in the IRE DIRECTORY. (40,000 
copies now). 


Engineers are educated 
to specify and buy! 


INSTITUTE OF RADIO ENGINEERS 


THE IRE DIRECTORY 


Advertising Department 
1475 Broadway, New York 36, N. Y. 


L a 


MEYERCORD DECAL TRUCK SIGNS 
are “LIFE SAVERS” 


for large fleet operators! 


Meyercord New Outdoor-Halftone Decal 
Lends Startling Realism to Truck Signs 


The giant Meyercord decal signs illustrating the Life Savers pack- 
age and Life Savers confections are reproduced in 26 colors and 
extend across the main panels, doors and hood surfaces. Thanks to 
new Meyercord outdoor halftone decal process . .. remarkable real- 
ism is attained, coordinating with the company’s publication and 
point-of-sale advertising. 


IMPORTANT SAVINGS IN TIME 
The intricate Life Saver color combination formerly necessitated 
that each truck lay up in the paint shop for days; now the same 
designs are applied by the decal process in less than two hours... 
at a small fraction of the cost of hand painting. It will pay you 
to get the full facts about Meyercord decal designing and produc- 
tion experience. Let us give you the full story, without obligation. 


Meyercord Decal Truck Sign Manual—FREE 


Write today for your FREE copy of 
Meyercord’s “Ads-on Wheels” booklet. It 
shows Meyercord truck decals in actual col- 
ors, with suggestions for making profitable 
use of your “moving billboards.” Address: 


THE MEYERCORD co. 


Dept. D-533, 5323 W. Lake Street, Chicago 44, Ill. 


Getting Personal 


Ralph Hartsing Jr., USNR, account exec at Caples Co., Chicago, 
was called recently for two weeks’ tour of duty. Dreaming, as any 
one would at this time of year, of the blue Caribbean, warm sun 
and balmy breezes, he took along his “whites” and everything 
required for a trip in southern seas. Where was he sent? North At- 
lantic... 


Ninety-three employes in Foote, Cone & Belding’s New York 
office turned out for a surprise party honoring Margie Shields, 
who retired from the agency on Jan. 28 after 21 years’ service. 
Miss Shields was assistant art coordinator. When she first joined 
the agency, then Lord & Thomas, she worked in the letters depart- 
ment on the Lucky Strike account. The cocktail-luncheon party was 
held at Danny’s Hideaway ... 


RECEIVING LINE—This is how weddings and births are celebrated each 
month at Grey Advertising Agency, New York. At a cocktail party 
agency president Lawrence Valenstein distributes congratulations 
and bonds. This represents the January madding throng. Perhaps 
you recognize Doug Petrillo, Alan Tolchard, Richard Bean, An- 
thony Capone, Tom Flanagan, Joe Reda, Leonard DeCristofaro, 
Arthur Klein, Manus Strenshein, Dave Strousse, Tom Reilly and/ 
or Jack Osborn. 


Watts, Payne-—Advertising, Tulsa, celebrating its quarter-century, 
sent out folders bearing signatures of the agency’s personnel and 
making a quarter the center of the announcement. Don Watts is 
president of the company... 


Sidney Silverstein, publisher of the Times, Hillside, N. J., has 
written a 50-page book, published this month, called “Using Your 
Human Power.” The author describes it as “an advertising man’s 
answer to the clamor for a spiritual awakening.”. . 


Philip Klein, of Philip Klein Advertising, was all set to present 
a bust of Benjamin Franklin, patron saint of Philadelphia’s Poor 
Richard Club, at a recent club luncheon. When the gift (sent from 
Paris) was unpacked before the waiting audience, it was found to 
be broken. But Mr. Klein saved the day by announcing that he had 
also ordered one for his own home, and would give that one to the 
club, instead... 


DOUBLE WINNER—Guy L. Huey, ad manager and creative director, 
Massillon-Cleveland-Akron Sign Co., Massillon, O., receives the Art 
Directors Medal for best poster of the year from Miss Pennsylvania 
(Barbara Sue Nager) at the 20th Exhibition of Advertising and 
Editorial Art, sponsored by the Art Directors Club of Philadelphia. 
He also received three 1st award certificates for best point of pur- 
chase display, best indoor, and best outdoor posters. In January, 
Printing Industries of Philadelphia gave him a medal for the best 
poster of the year. 


Roger W. Clipp, general manager of the Philadelphia Inquirer 
stations WFIL and WFIL-TV, will receive the 1954 Award of 
Service from the Federation of Community Councils of Philadel- 
phia... 

Two by land: Charley Hartshorn Jr., Charm’s New England ad 
manager, and Bill Swartz, Time’s New England ad manager, have 
been elected governor and secretary-treasurer, respectively, of 
The Lantern Club of Boston. The club, 37 years old, is composed of 
New England representatives of national magazines... 

Fred Barnefuer, with the Advertising Federation of America for 
30 years, was presented with silver service to mark the occasion... 


Advertising Age, February 14, 1955 


‘Agency's Services 
F illed Company Gap, 
Says Wilson‘s Cox 


CHICAGO, Feb. 8—A candid testi- 
monial to the thumb-in-the-dike 
role his company’s agency has 
played in a critically important 
period was given today by Mark 
Cox, advertising, public relations 
and sales promotion director of 
Wilson & Co., who addressed the 
Newspaper Representatives Assn. 
of Chicago. 

“We depend basically on our 
agency’s judgment,” Mr. Cox said. 
“We have had to. We haven’t done 
much second-guessing on their 
decisions so far, and I don’t think 
we're going to need to.” 

(Needham, Louis & Brorby, Chi- 
cago, a year ago resigned its por- 
tion of the Swift & Co. account 
in order to accept a major part of 
the Wilson packing company’s 
business [AA, Jan. 11, °54]. Since 
then the agency has replaced the 
former agency, Ewell & Thurber 
Associates, in the handling of all 
the company’s products except 
Ideal dog food and a group of by- 
products. Mr. Cox moved up from 
the post of advertising manager 
of the Wilson sporting goods sub- 
sidiary to the over-all direction of 
the parent organization’s adver- 
'tising in October, 1953.) 


s After pointing out that when 
he took over Wilson’s ad depart- 
ment, it consisted of two men in 
addition to the manager and a 
secretary, Mr. Cox said that the 
department now has 17 persons 
in the central office and 35 on its 
over-all staff. 

Still aware of the inadequate 
size of the staff, he said, “We have 
used our agency to the fullest ex- 
tent.” 

After pointing to the agency’s 
experience in food advertising 
(Morton salt, Campbell soups, 
Kraft and others), Mr. Cox said: 

“Two of the main things I 
bought in Needham, Louis & 
Brorby were a media department 
and a research department. We 
needed somebody to take over our 
media and _ research problems, 
and we have been able to use these 
people as if they were our own 
departments.” 

He pointed out that Wilson has 
been able to draw on the services 
of the agency’s 25-man media 
staff and also has made heavy use 
of its research. 

“They have assigned five full- 
time account men to us,” he added. 


® Mr. Cox told the newspaper 
representatives that Wilson’s an- 
nual newspaper ad expenditure 
has grown from $330,000 in 1953 
to $766,500 scheduled for 1955. 
This year, he said, the company 
will use space in 69 newspapers. 

Wilson is increasing its use of 
r.o.p. color in its advertising, he 
declared. He pointed out that 
among packers, Wilson was second 
only to Swift & Co. in this field 
as recently as last September, 
when its linage was 74,904 to 
Swift’s 102,821. 

In November, 1954, he said, 
Wilson surpassed Swift and led 
the r.o.p. field among meat adver- 
tisers, with 28,482 lines to Swift’s 
7,928. 


Friend, Krieger Adds Branch 

Friend, Krieger & Rader, New 
York, has opened a Westchester 
branch office at 22 Depot Plaza, 
White Plains. Harry Carter, for- 
merly president and copy direc- 
tor of Klores & Carter, heads the 
branch. 


Parents’ Names Garland 
George Garland, who published 
Mother & Baby and Baby Talk, 
has been named publication man- 
ager of Your New Baby and Baby 
Care Manual, published by Par- 
ents’ Institute, New York. 
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(ADVERTISEMENT) 


Survey Proves Too Much “Sell,” 
Too Little “Tell” In Builder Ads 


There’s too much sell and too 
little tell in most of the advertising 
aimed at the nation’s builders these 
days, according to the builders 
polled in a recent mail and personal 
interview study conducted for 
Practical Builder. 

In the words of one of the biggest 
builders in the United States, Floyd 
Kimbrough of Jackson, Mississippi, 
“It seems strange to me that more 
manufacturers do not follow the 
same pattern in their ads as that 
set by the factual and most helpful 
editorial pages in Practical Build- 
er’s Data & Specifications File. 
Pretty girls and glamorous rooms 
don’t help us in our planning or in 
writing specifications.” 

The fact that many advertisers do 
follow the “Specs File” pattern is 
evidenced by this comment from 
another big builder, Emil Keen of 
Long Island, N.Y.: “The catalog 
type of advertisements in the PB 
Data Issue are extremely helpful. 
The fact that manufacturers give 
sizes and installation data makes it 
easy to understand these products 
and saves us a lot of time.” Among 
a large group of the biggest builders 
in the country who expressed an 
almost identical view were John 
Worthman of Fort Wayne; Bill At- 
kinson of Midwest City, Oklahoma; 
and Al Balch of Seattle. 


Builder Needs Exact 
Specifications 

These encouraging comments, 
and hundreds of others from build- 
ers in every locality (copies on re- 
quest) were anticipated when the 
study was launched. Its purpose 
was to prove the need by builders 
for this kind of help . . . and the 
acceptance of Practical Builder’s 
unique Data & Specifications File, 
published annually in May. The re- 
sults of the study, and the hundreds 
of supporting comments received, 
provide added evidence that wheth- 
er he is planning, estimating, buy- 
ing or building, there is never room 
in a builder’s operation for guess- 
work. 

A builder must know exactly 
where a product fits, how it is in- 
stalled and the extent to which it 
will help him deliver better value 
or cut his costs. That’s why detailed 
information in his hands at all 
times makes “Data & Specifica- 
tions File” advertisements useful 
to him all year long, and therefore 
a working tool for the manufac- 
turer of building products. 


Best Salesman— 
Well Informed Buyer 

“Specs File” editors endeaver to 
explain to prospective advertisers 
why their most important goal in 
this unique issue is getting infor- 
mation to builders. They point out 
that the builder is the real consum- 
er of building products and equip- 
ment, and the selection of type and 
brand is his responsibility in the 
majority of all residential and other 
light construction. Whether or not 
he chooses a product rests not on 
what is done to try to sell him... 
but on how completely he is told 
what he wants to know. 

Briefly, a builder needs exactly 
the same information about prod- 
ucts that is customarily supplied 
to architects, plus all necessary 
data on installation and construc- 
tion. Before he can make his pur- 
chasing decision on any product, 
the builder must know cpecifica- 
tions, ratings, sizes and installation 
data. There’s only one source that 
the builder can turn to for all this 
information in a single reference 
—PRACTICAL BUILDER’s Data 
& Specifications File. 

Interesting proof of the use and 
acceptance of the Data & Specifica- 
tions File, and of its great value to 
builders and advertisers alike, is 
evidenced by a builder survey con- 


ducted by the Marsteller Company, 
Marketing Counselors. This study 
showed that 89% of the builders 
subscribing use their “Specs File” 
all year long, and that 83% of them 
are principal buying factors—heads 
of building firms, top executives in 
building firms, building contrac- 
tors, etc. Thus, the editors have a 
huge responsibility in making sure 
that the advertising copy “meas- 
ures up” to the editorial data—and 
that it “completes the information 
cycle” as intended. 

The only reference file of its kind 
available to builders, the “Specs 
File” carries more builder adver- 
tising (mostly of the “catalog” 
type) than any other magazine 
published. In addition, the unusual 
and exclusive nature of its editorial 
content has made it the most uni- 
versally and constantly used refer- 


ence in the entire Light Construc- 
tion Industry. The popularity and 
wide acceptance of this service 
should be a signal of the welcome 
“tell all” advertising receives, and 
how much more effectively this 
type of advertising registers on 
builders. 


A “Tell-All” Advertising 
Opportunity 

Practical Builder’s Data & Speci- 
fications File had its inception 15 
years ago as a much-needed refer- 
ence for builders and a vehicle to 
encourage “tell-all” product adver- 
tising. Realizing that advertising 
men, by their very nature, would 
never accept the “tell” theory as a 
steady diet, PB hoped to be able to 
encourage them to deliver — at 
least once a year—the kind of in- 
formation builders would like to be 
provided with all year long. The 
aim was to compile a year ’round 
reference book for builders con- 
taining more information about 
more produc’s than any other serv- 
ice available to them anywhere. 

Accordingly, the editorial layout 


(ADVERTISEMENT) 


was planned to completely cover 
every phase of building for any 
type of structure in the light con- 
struction category. Methods and 
techniques, as well as tools and 
equipment, were covered, and, 
from the very first issue, advertis- 
ers cooperated remarkably well by 
providing similar information on 
their specific products. 


How To Make “Tell” 
Ads Sell 


Through the years this advertis- 
er-editorial cooperation has been 
continuously refined to make to- 
day’s “Specs File” a reference ac- 
claimed by more than 100,000 
building men (principally builder- 
contractors) as the most valuable 
working tool they own. Not only are 
all product advertisements placed 
right alongside editorial data deal- 
ing with the same phase of con- 
struction in which the product is 
used, but the editorial data is 
planned to lead the builder right up 
to a choice of products .. . by giv- 
ing him all the information he needs 


to build, excepting which product 
to use. This creates an ideal “cli- 
mate” for the advertiser to tell the 
builder his product story—to pro- 
vide the builder with the informa- 
tion he wants on how the product 
fits into his designing, specifying, 
estimating and building plans. 

Building material and building 
products manufacturers interested 
in complete information about how 
to put this practical reference file 
for builders to work for them, may 
obtain it by writing for Practical 
Builder’s “‘7 Ideas” brochure. Fur- 
ther services provided by the pub- 
lisher to make the “Specs File” ad- 
ditionally valuable to builders in- 
clude free of charge counsel to ad- 
vertisers from PB’s builder staff. 
These counselors, all successful 
builders of up to 20 years light 
construction experience, are avail- 
able for conferences with either 
manufacturers or their advertising 
agencies, To schedule dates, write 
Data & Specifications File, Prac- 
tical Builder, 5 South Wabash Ave- 
nue, Chicago 3, Illinois. 


You buy all when you buy PB , 


You're paying for it, Mr. Advertiser... s0 why not get it? 
Why settle for less than the entire light construction market ? 
Certainly, your sales promotion program for the year 

ahead must include not part but all of it. And that’s precisely 


builder gives you. It is the only 
ited for the entire builder-market. Its 


what practical 
builder-book ed 
builder-readers erect 7 out of every 10 dwelling units; do 60% of 
all new light construction 
remodeling. It’s as simy 
reach builders. PB detivers the greatest builder-circulation, 
the greatest builder-readetship, the greatest builder-loyalty, the 


greatest builder-buying-power. And all at the lowest cost ! 


| do most of the industry’s repair and 
le as ABC: to sell builders you must 


ys 
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42.5% of the Light 
Construction volume is 

* new residential building: 
rural, small town, suburban 
and metropolitan areas. 


36% of Light Construction 
volume is remodeling, 
alteration, repair: a steadily 
increasing market for all 
kinds of building materials, 
tools, equipment. 


/ 6.8% of the Light 

\ Construction Market is 
miscellaneous non- 
residential building (Schools, 
Churches, Auditoriums, etc.). 


6.7% of the Light 
Construction Market is new 
industrial building (Small 
Factories, Warehouses, etc.). 


2.8% of the Light 
Construction Market 
is Public Utility. 


2.7% of the Light 
Construction Market 
is Farm Service buildings. 


2.4% of the Light 
Construction volume 
is Commercial Building. 


0.1% of the Light 
Construction Market is 
all other private building. 


[Above statistics based on 
Department of Commerce 
1952-1953 totals. 
...0f the light ] 
construction industry 
\ 
© INDUSTRIAL PUBLICATIONS, INC., CHICAGO § \ 
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4.100.000 BIRTHS in ‘54 
“RECORD BABY BOOM" 


FAMILIES YEARLY | ~ 
IN THE UNITED © 
STATES, CANADA, | 
BELGIUM AND THE 
HAWAIIAN 1S- 


ABOUT HOSPITAL DISTRIBUTED 


t:4#-, SAMPLING 
Gite aX PROGRAM 


Gift-Pax delivers your product to new 
mothers, at their bedside in the hospital. 


WRITE FOR MARKET COVERAGE BOOKLET! 


WA 5-9996 


ACT NOW .... GIFT-PAX INC., 225 LAFAYETTE ST., NEW YORK 12.N.Y._ 


Campbell Soup Boosts Six 


Campbell Soup Co., Camden, 
N. J., has made six major execu- 
tive promotions as part of its cur- 
rent expansion program. Frank E. 
Robb, v.p. of procurement, becomes 
exec. v.p. in charge of procure- 
ment and production. Clarence E. 
Eldridge, v.p. of marketing, has 
been named exec. v.p. in charge of 
sales, advertising and marketing 
research. Donald M. Mounce be- 
comes v.p. of production; Harold 
Tom, v.p. of purchasing; J. Paul 
Sticht, v.p. of personnel; and 
Adolph Pifko, v.p. and manager of 
the company’s Chicago plant. 


WABC-TV Appoints Two 


Stephen Strassberg and Harriet 
Feinberg have been named pub- 
licity director and advertising and 
promotion director, respectively, of 
WABC and WABC-TV, New York. 
Mr. Strassberg formerly was with 
Art Franklin Inc. Miss Feinberg 
has been assistant promotion man- 
ager for ABC Film Syndication. 


The most important™ Church Wedding of 1959 


* (IMPORTANT, THAT IS, TO ANYONE WHO WANTS TO SELL 


THE HUGE PROTESTANT CHURCH MARKET) 


AND EQUIPME 
merges with 


AND 


a 


NOW! 


THE LAYMEN 


teachers 


THE MINISTERS 


—more than 1200 


” PLUS 


Leer erce ina 


‘WRITE TODA 


nee Bie he URCH ADMINISTRATION 
OR OUR BROCHURE... Naas | 


it gives all the details. 


428,373 member: of church committees 
321,047 church school superintendents and 


All 180,000 active pastors of Protestant 
churches of all denominations 


who specialize in church plans 


HRISTIAN HERALD’S | 


PROTESTANT 
CHURCH ADMINISTRATION 


NT 


CHRISTIAN HERALD’S. 
CHURCH BUILDING 


EQUIPMENT SUPPLEMENT. 


ONE Medium to Reach 


the ENTIRE Billion-Dollar 
PROTESTANT CHURCH 
ADMINISTRATION, BUILDING 
AND EQUIPMENT MARKET | 


architects 


AND EQUIPMENT 


Primer poregcamtini’ fs 


Advertising Age, February 14, 1955 


Sasso Warns Admen 
Against ‘Phony’ 


Industrial Publicists 


NeEwakkK, N. J., Feb. 8—Televi- 
‘sion is not the only field in which 
pitchmen are a problem, says John 
Sasso, v.p., G. M. Basford Co. 

The New York agency executive 
told members of the Industrial 
Marketers of New Jersey here last 
week that those who “delude and 
confuse tv viewers have exact 
counterparts busily selling ‘pub- 
licity’ to industry today. 

“Whereas the tv menace is sus- 
ceptible to legal scrutiny, the pho- 
ny ‘publicity firm’ will only be 
curbed when industry men know 
the facts of life about the tech- 
nique,” he said. 

Noting that there are many com- 
panies that have little out of which 
to make legitimate news, he added, 
“Honest publicity counsel will 
never try to tell you they can sell 
your dead horse. They have too 
much to lose because their success 
is not predicated on knowing edi- 
tors by first names, but on their 
ability to produce topflight mater- 
ial that editors welcome.” 


® Mr. Sasso warned his listeners 
to beware of publicists who prac- 
tice name-dropping. Sound knowl- 
edge of editorial performance and 
standards is a must, he said, if 
publicity work is to be effective. 

The speaker, who heads Bas- 
ford’s public relations department, 
concluded, ‘Watch out for the guy 
who enthuses over a relatively in- 
significant item and proposes a col- 
lossal mailing to hundreds of pub- 
lications. He’s thinking of clippings 
and not of effective publicity. The 
pinpoint article in the right media 
is a lot tougher to write and place. 
That’s why competent publicity 
counsel must ask a _ reasonable 
i... 


Packer Seeks Outdoor Plants 

Harry H. Packer, board chair- 
man of Central Outdoor Adver- 
tising Co., Cleveland, and presi- 
dent of Harry H. Packer Co., Salt 
Lake City, which operate outdoor 
advertising plants in Ohio and 
Utah, has announced that he is in 
the market to expand his outdoor 
advertising holdings by purchasing 
plant operations in markets of 
100,000 and over. It is reported 
that he is particularly interested 
in expanding his Ohio operations 
in other midwestern areas. 


Cheramy Appoints Emil Mogul 

Cheramy has appointed Emil 
Mogul Co., New York, to handle 
advertising for April Shower toi- 
letries and other products. J. M. 
Mathes Inc. is the previous agency. 
William D. Shambroom, formerly 
general manager of Flo-Ball Pen 
Corp., has joined the agency’s ac- 
count service staff. 


In PEORIA It's the 
JOURNAL STAR 


O. C. Summers 
Nat’l Adv. Mgr. 
says: 

® TEST and SELL 
IT in the $630 Mil- 
lion Market at ONE 
LOW COST. 


® Metropolitan Pe- 
oria Ra High in 
the 250,000 to 400,000 
pop. ~~, 

26th in POPULATION ... 

3rd in BUYING INCOME (Per Capita) 


® MAJOR ILLINOIS 
2nd ONLY TO CHICAGO 


WRITE FOR 1955 PEORIAREA FACT FOLDER 


WARD-GRIFFITH co. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers ° 
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Advertising Age, February 14, 1955 


LYNN E. RICHARDSON has been named 
advertising manager of Autoyre 
Co., Oakville, Conn., a subsidiary 
of Ekco Products Co. M. J. (Mike) 
Ragir, formerly New York district 
sales manager of Ekco Products, 
has been named v.p. of sales of 
Autoyre. 


Overhaul Point of 
Sale Advertising, 
Schmidt Demands 


APPLETON, WIs., Feb. 8—Forma- 
tion of “merchandising agencies” 
to work with advertisers in the 
economical creation and use of 
point of sale material was urged 
here by Edward F. Schmidt, sales 
promotion manager of Blatz Brew- 
ing Co., Milwaukee. 

Speaking at a dinner meeting of 
the Fox River Valley Ad Club 
here, Mr. Schmidt declared that 
the present system of creation, sale 
and distribution of point of sale 
advertising has changed little in 50 
years and is in need of an over- 
hauling. It has resulted in a waste 
of money estimated at 50% to 75% 
of the outlay for point of sale, he 
said. The 1955 cost of point of sale 
advertising is estimated at a bil- 
lion dollars, he stated. | 

Regular advertising agencies 
have progressed amazingly in the 
efficiency of their services to ad- 
vertisers, Mr. Schmidt said. But he 
told the admen that such agencies 
seldom handle the point of sale 
segment of the business. 


= He-declared that if “merchan- | 
dising agencies” were formed for | 
work in the “collateral” areas they | 
would develop skills and a work- 
ing relationship to insure the ad-| 
vertiser of material acceptable to 
the trade and integrated with his 
other advertising. 

Listed by Mr. Schmidt as factors 
accounting for high waste of point 
of sale expenditures were: 

1. Point of sale advertising 
materials are seldom an integral | 
part of the manufacturer’s market-_ 
ing program. | 

2. Point of sale material is often | 
sold on the basis of looking well | 
with the consumer advertising in| 
the same way a necktie looks well 
with a suit. 


s 3. Very few advertisers or mem- 
bers of the point of sale industry 


PORT HURON 


Michigan’s rich 
tri-county Thumb District 


offers a 
City Zone 
Population 62,283 

Daily & Sunday 

Circulation 

31,000 plus 
Retail Trading 

Zone Sales 


$180,500,000 Sant 
Advertising Mgr. 


Merchandising, surveys and market 


data available through the 
PORT HURON 
TIMES HERALD 


Your inquiry invited 


WARD-GRIFFITH CO. 


icy also 


pre-test their material to get any 
measure of its value and dealer 
acceptance. 

4. There is practically no stand- 
ardized method for evaluating the 
display site as an advertising loca- 
tion. 


| 
: Mathes Names Derby, Kelly 


J. M. Mathes Inc., New York, 
has appointed Kenneth P. Derby, 
formerly with Biow Co. and Ken- 


yon & Eckhardt, a copywriter in| 
‘its radio-tv department. The agen- | 
named Kathryn | 


has 
Kelley, formerly fashion coor- 
dinator and copywriter for Fil- 
ene’s, Boston, to its copy depart- 
ment. 


No-Cal Names Mayer V. P. 

Paul M. Mayer, director of fran- 
chises for No-Cal Corp., Brooklyn, 
has been named a v.p. of the bev- 
erage company. An exclusive fran- 
chise for all of Canada was recent- 
ly granted to Harold F. Ritchie Co. 
of Toronto. 


Salami Co. to Schnitzer 

Golden Gate Salami Co., San 
Francisco productr of Galileo sa- 
lami, has appointed Bernard B. 
Schnitzer Inc., San Francisco, to 
handle its advertising. Plans are 
being made for a promotion in 
California newspapers. 


WMPT Suspends Operations 

WMPT, first tv outlet in Port-| 
land, Me., has suspended opera- | 
tions after 1542 months of telecast- | 
ing. Portland Telecasting Corp..,| 
owner of the u.h.f. station, said the | 
station had been operating at a 
loss. 


SALES LETTERS 


Letters with “instantaneous appeal,” 
that beckon to be read, that impel 
and sell. One series 28 years old. 


ag ee Wott rae 


Leo P, Bott, Jr., 64 E. Jackson, Chicago 


THIS IS GLENN CROOK—(Another W-G Salesman) 


Glenn S. Crook majored in Business Administration at the University of North Carolina, 
1947-1950. He then spent a year and a half getting experience in the advertising depart- 
ment of the Woolfolk Chemical Works, later working two years for the Wilmington Star- 
News where Glenn was a salesman in the retail advertising department. Glenn Crook, 
fortified with that fine training, joined our sales staff in July, 1954. He is popular, efficient, 
aggressive and a qualified counselor in advertising matters. We invite you to have Glenn 
Crook, or any Ward-Griffith salesman, help you to get more results from your advertising. 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 
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Salt Lake 
Intermountain Market 


“eeesee 


One Unified Market with 
1% Million Persons 


You’re on the right track for sales success in 


this huge Uranium-rich market when you use 


the combined power of the Salt Lake Tribune 
and Deseret News-Telegram ... these two 


popular papers penetrate the whole market of 


1% million prosperous prospects. . . influencing 


annual expenditures of one billion eight hundred 


The Word-Griffith Co. mointains offices 


in all principal advertising centers 


fe, 
ee 


million dollars of consumer spendable income. 


Che Salt Lake Sribune 


(MORNING & SUNDAY) 


~~ SEES eras 


WASH. 
MONTANA 
OREIGOWN 
NEVADA (Ne 
Ve 


SALT LAKE CITY 


Your Prospects are Best in the Growing West 


hee 


DESERET NEWS w. 
Salt Lake Telegram (eveninc; 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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ADVERTISING LINAGE 
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LEADS IN CIRCULATION 


(ABC average total paid 
postwar period to 6/30/54) 
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LARGEST POSTWAR 
CIRCULATION GAINS 


(ABC average total paid end 1945, 
for period 1946 through 6/30/1954) 


On the eve of its 25th anniversary of service to the adver- 
tising and marketing world, and for the first time in its 
history, Advertising Age’s margin of leadership in advertis- 
ing linage exceeded the 2nd paper by over 100% in 1954. 


The reasons are few, but obviously, they must be good: 


~ =a et ee dl 


@ Basic, of course, is the better mouse trap—the vitality of 
an editorial service which has attracted the largest paid sub- 
scriber audience (currently over 30,000) in the history of 


the advertising press. 


@ While we are naturally happy to have numerical superi- 
ority in circulation, we have always been more impressed by 
evidence which, in addition, substantiates quality and 
intensity of readership—significant facts most clearly re- 
vealed by readership surveys. Thus, we are proudest of the 
results of survey after survey—43 in all—which prove con- 


clusively Advertising Age’s leadership in readership—that 


ADVERTISING AGE - 200 € w0uimois street - cnicaco 11, 11. 
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2nd Paper 
60.6¢ 


LOWEST ADVERTISING RATES 


(Cost per inch on 1,000 circulation— 
52-time page rate) 


ERE UR ES 


none compares to Ad Age in the reading preferences of the 
important people who are important to you. 


@ Regardless of the fact that Advertising Age delivers the 
largest circulation, with concentration where it counts most, 
it maintains by far the lowest advertising rate in the field 
per column inch per 1,000 circulation. An equal advertising 
investment will buy larger space, or more insertions, in 
Ad Age... and greater coverage. 


In the postwar period, the swing to Advertising Age has 
greatly accelerated—in circulation, in leadership, in read- 
ership and in total advertising linage. Today, Ad Age is the 
standard of comparison—and by every yardstick! IT IS the 


big medium with the big selling power, offering you the big 
value for your promotion dollars. 
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Bernays’ Speech Recalls 
Points in Lobell Book 

To the Editor: In the New York 
Times for Jan. 22, in a special fea- 
ture box, there appeared a quota- 
tion from Edward L. Bernays’ ad- 
dress at the annual dinner of the 
League of Advertising Agencies, 

Several years ago, there was 
published a novel, “The Steed Suc- 
cess,” by William Lobell (to my 
knowledge widely ignored by the 
press, despite previous recognition 
of the author), which, while deal- 
ing with bigness and success in 
general, to a large extent touches 
precisely on the point so aptly 
made by Mr. Bernays—bigness in 
the ad agency field, and its lure. 

Ever since I read this really ex- 
ceptional novel, it has increasingly 
seemed to me to be a shame that it 
should not be known, particularly 


to the advertising profession. Aside | “ 


from its human interest and enter- 
tainment qualities which are con- 
siderable, and regardless of its sa- 
tiric slant, it offers the soundest 
presentation of advertising yet to 
appear in a work of fiction; and 


Business Is Better Than Ever... in 


ROCKY MOUNT 


NORTH CAROLINA 


Per capita food sales—$315.098, more than 
double the State average. 
Per Capita Drug sales—$46.14, more than 
double the State average. 
One of the nine largest cities = the State. 
Sell in this rich market through advertising 


in one medium offering complete coverage. 
THE TELEGRAM 
Evening and Sunday 
Write for new market data folder now available 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


whatever disagreement there may 
be with the author’s viewpoint, I 
believe few would deny the aptness 
of his comments on some of ad- 
vertising’s practices—and practi- 
tioners. 

E. M. Cousins, 

Brooklyn, N. Y. 


Makes His Choice in 
Battle of the Lathers 

To the Editor: A _ sharp-eyed 
once-over of the ads in Life mag- 
azine, Jan. 17, and a weekend of 
thought, sets one to wondering 
about the virtues and vices of var- 
ious ways of shaving. Between 
creams and cans the battle rages 
on Pages 52 and 83, respectively, of 
that issue. 

The Barbasol Brushless ad 
states, quite convincingly, that, 
..-Barbasol has the weight and 
body to hold whiskers up to meet 
your razor. ..puffed-up lathers are 
90% gas...make you dig and 
scrape for lie-down whiskers.” 

The Colgate Instant Barber 
Shave ad states, quite positively, 
that, “Countless creamy bubbles 
set up each whisker to your ra- 
zor’s edge...” 

Maybe back in the days when I 
should have been poring over a 
Physics book, I was caught nap- 
ping. However, it seems to me that 
a bubble is a pretty flighty thing, 
composed largely of nothing. If 
that’s the case, how does it get the 
creamy consistency to envelop and 
hold it up? 

Whiskers do have weight equal 
to more than nothing, don’t they? 

I’ll follow the ad on Page 52 and 
“Get Barbasol.” 

ROBERT M. SCHOETTLE, 
New York. 


NEWARK, NEW JERSEY 


“Don’t send any more consumer 
analysis questionnaires—or you'll 
have another widow to tabulate!’ 


Newark News 
Daily and Sunday 


——uRepresented nationally by O'Mara & Ormsbee, Inc. 


Santa Fe Takes Issue 
With FC&B Statement 


To the Editor: We have always 
admired the enthusiasm with 
which Foote, Cone & Belding fea- 
ture their clients in their ads that 
appear in ApverTIsING AGE. How- 
ever, the ad that appears in the 
Jan. 31 issue makes the statement 
in the headline that “Southern Pa- 
cific Co., advertised through Foote, 
Cone & Belding, leads all other 
Western railroads in freight and 
passenger revenue.” 

The fact of the matter is that 
Santa Fe is still the top passenger 
railroad in the West, and to sup- 
port this statement here is the 
record, as filed with the revenue 
reports of the Interstate Commerce 
Commission: 


Passenger Revenue 
11 Months, 1954 Full Year 1953 


on. eh $39,528,410 $49,629,351 
Southern Pacific . 36,896,392 46,083,225 
$ 2,632,018 $ 3,546,126 


If the Foote, Cone & Belding 
agency reads ADVERTISING AGE as 
well as we do at Santa Fe, it might 
be worth while to reprint this in- 
formation for them in one of your 
early issues. 

A. A. DAILEY, 

General Advertising Manager, 

Atchison, Topeka & Santa Fe 

Railway Co., Chicago. 


Mr. Dailey is right, but so was 
the ad. In freight and passenger 
revenue combined, Southern Pa- 
cific leads Santa Fe. 

e 7 e 
Readers Agree with AA's 
‘Housecleaning’ Editorial 


To the Editor: I would like to 
commend you for your editorial, 
“It’s Time to Clean House,” pub- 
lished in the Jan. 31 issue of Ap- 
VERTISING AGE. 

Your point certainly was well 
taken and the hard-hitting tone of 
the editorial impressed me greatly. 

I would like very much to re- 
print the editorial in my newspa- 
per, which to an ever increasing 
degree is getting competition from 
this sort of selling... 

COLLIN B. WESCHKE, 
Publisher, Eastwood News and 
Dewitt-E. Syracuse Town 
News, Syracuse, N. Y. 

e 

To the Editor: Orchids on an 
excellent and timely editorial (AA, 
Jan. 31) on dubious publications. 

I am writing this as a private 
individual, but I sell space for a 
highly ethical though small pub- 
lication. Life is certainly made 
more difficult for us by the 
amount of money that goes into 
“fringe” media of a doubtful char- 
acter. 

May I also add a footnote to 
your editorial: If it is worth a 
company’s while trying to get 
publicity in a magazine, it should 
also be worth their while to buy 
space. If they feel they should 
reach that particular market, they 
should be willing to pay for it. 

HELEN LILLIE LEary, 

New York. 

a - 7 


‘Junked Up’ Displays Get 
Comment from Reader 


To the Editor: Your news story 
in the Jan. 31 issue told about Ade 
Schumacher, president of Liggett- 
Rexall Drug Stores, deploring the 
“junking up” of point of purchase 
displays in drug stores. Wonder if 
Mr. Schumacher has ever taken a 
real good look at some of the Rex- 
all ads that have appeared in such 
publications as Life, etc. Maybe 
the drug stores are just following 
the lead of their mentors. 

WALTER BANKE, 

Editor, National Engineer, 

Chicago. 
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Words of Wisdom 
on Outdoor Signs 

To the Editor: If this sign is in- 
volved at all in this wreck, it would 
appear that the driver neglected 
his driving long enough to read 
the lengthy sign. I believe your 
caption DIDN’T GET THE WORD 
should read GOT TOO MANY 
WORDS. A real traffic hazard. 

In considering roadside signs for 
our store, I have kept to a maxi- 
mum of ten words (including sig 
line) on a minimum of 100 square 
feet of back. 

Burma-Shave is well handled. 

Roy M. WIspom, 

Advertising Manager, Wells & 

Wade Inc., Wenatchee, Wash. 

7 * e 


Strutwear Ad Does 
Sales-Training Job 

To the Editor: Controversies 
over who did it first come up often 
in AA, so I don’t want to tag 
this enclosed trade ad from our 
February issue as a “new idea.” 

But I do think the ad could be 
called unusual or uncommon. Even 
though sales training information 
is usually received enthusiastically 


We're telling your customers 


DON'T TURN YOUR STC KINGS 
INSIDE OUT! K 


knit with the shiny side in...the misty glamour side out 
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by most retailers, few trade adver- 
tisers offer it in their ads. 

If the technique goes over with 
salesmen and customers, Strut- 
wear plans to prepare other brief 
sales talks for retail salespeople 
on other itenis in their line. 

Bozell & Jacobs, Minneapolis, is 
the agency. 

MONTE BROWN, 

Western Manager, Merchants 

Trade Journal, Chicago. 

= . e 
Disagrees with Solinger 
on ‘Don't Listen to Ideas’ 

To the Editor: I wish to com- 
ment on David M. Solinger’s article 
in the Dec. 6 issue of ADVERTISING 
AGE: “Piracy—and No Dessert,” 
if I may paraphrase his title. 

His job is to help, not hinder, 
the process of ideas. Ideas are a 


challenge for him and his profes- | 
sion to offer an improved legal | 
technique to replace the stum- | 
bling legal barriers or blocks | 
placed before all creative workers. 
Fortunately for them there are | 
firms who are willing to “look and | 
listen” by entering into proper| 
business negotiations and contrac- | 
tual relationships with creative and | 
scientific individuals and firms. A 
firm continues to exist on creative 


to be some question about his literacy. The poste 
is part of an outdoor safety —— by Aunt 
Owners Insurance Co, = —— was made by : 
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ideas; when it is bankrupt of ideas 
it goes bankrupt. 

A reputable and aggressive firm 
does not hesitate to enter into a 
letter or written invitation to dis- 
close, because these exchanges do 
not place an obligation upon firms 
—unless the submitted idea is used. 

What Mr. Solinger is advising 
executives and corporations, who 
may be facing challenging compe- 
tition in production, marketing and 


Yodays health 


published by 
AMERICAN MEDICAL 
ASSOCIATION 


take a 


NEW LOOK at 
TODAY’S HEALTH 


1954 produced the greatest 
circulation gains in Topay’s 
HEALTH history, adding 


73,158 paid physician subscribers 
34,207 paid dentist subscribers 


In all, 107,365 physicians 
and dentists are placing 
Topay’s HEALTH in their 
reception rooms. 

This brings the total recep- 
tion room circulation of 
Topay’s HEALTH to a grand 
total of 150,259 copies 
every month. 

And, about 120 readers 
every month, in every re- 


ception room throughout 


the year. 

No other publication can 
deliver this kind of recep- 
tion-room readership. 

Take a new look at Topay’s 
HEALTH. Find out what 
Topay’s HEALTH can offer 
you in 1955. 

Phone, wire or write (use 
the coupon) 


pees Gk 8 he 


WHitehall 4-1500 


AMERICAN MEDICAL 


ASSOCIATION 
535 North Dearborn St. 
Chicago 10, Iilinois 
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Advertising Age, February 14, 1955 


advertising, amounts to “don’t 
look and don’t listen—it’s better 
to be like an ostrich.” Where 
would American economic leader- 
ship be, had Mr. Solinger’s formu- 
la been followed 50, 20 or ten 
years ago—or especially today? 
One way to avoid mistakes is to 
be inactive, is that what Mr. Sol- 
inger espouses? 

Nor is his advice new. The prac- 
tice of closing the door to outside 
ideas and developments has long 
been the policy followed by a cer- 
tain segment of industry and busi- 
ness. It is not only short-sighted 
but defensive. To creative and 
scientific workers and progressive 
managements these firms are un- 
approachable. A sort of corporate 
ego expresses its individual rules 
and laws which often prove to be 
one-sided. This attitude shows up 
in legal waivers among other bar- 
riers, thereby preventing fertili- 
zation of ideas from creative work- 
ers outside of their own firms. 

On the subject of economic 
growth through the exercise of 
our system of free enterprise, this 
historical fact might be of interest 
to your readers: 

A number of years ago, in a 
conversation the writer had with 
a member of the patent committee 
of a leading manufacturers’ asso- 
ciation, it was learned that one of 
its distinguished attorneys had 
made an objective study of where 
and when America’s greatest in- 
ventive genius had come from, and 
evaluated the impact of these cre- 
ative contributions to the growth 
of our present economic position. 
Three dozen names were shown to 
me, revealing the greatest new cre- 
ative ideas had sparked from in- 
dividuals. A “look-listen-and-de- 
velop” attitude followed, with re- 
search and development teams and 
laboratories, financing and mar- 
keting also making their later 
valuable contributions toward the 
growth we now enjoy. 

We would like to ask those who 
say “don’t look, don’t listen”: Sup- 
pose a young, unknown Thomas 
Edison or Pasteur comes to you to- 
day with what may be a highly 
valuable, undeveloped idea. In this 
dynamic, atomic era, one should 
examine management policies with 
this question: Can ye afford to 
shut the doors and close our minds 
to outside new ideas and devel- 


opments? Those who do close their | 


doors and minds soon find them- 
selves in a stagnant position—the 
first step to decline and obsoles- 
cence. 

It would appear that Mr. Sol- 
inger can better advise his cli- 
ents than sponsor a bankruptcy of 
ideas. 

HELEN DAVIEs, 

Helen Davies & Associates, 
New York. 


No Confusion About Soap, 
Detergent Sales Figures 

To the Editor: The headline 
“Babb and Nielsen Give Different 
Figures on Soap and Detergent 
Sales” in your Jan. 31 issue, and 
the smaller headline “Were They 
Up or Down?”, together with the 
copy which stated that members 
attending our convention last week 
were “surprised” when they heard 
two different figures, gives an en- 
tirely erroneous impression of 


SALISBURY 


NORTH CAROLINA 
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PROVE I T 
tiveness in the ONE MARKET in North 


Carolina served by ONE MARKET in North 


Generous Merchandising Service 


And Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


facts and of the reaction of our 
members during the convention. 

There was no confusion. Actual- 
ly your article reflects the fact 
that Nielsen covers only domestic 
household sales based on an audit 
of 1,600 food stores. It does not 
state that Mr. Babb’s figures rep- 
resent only the totals as reported 
to the association by those member 
companies who supply their sales 
figures to the association in order 
to get a quarterly picture of in- 
dustry trends. However, this is 
well understood by member com- 
panies. 

The figures in our sales census 
represent only the totals that are 
reported from our participating 
member companies. 

In the years 1935, 1937, 1939 
and 1947 the U.S. Census of Manu- 
factures gives total industry sales 
of soaps. This is the most authentic 
source for a complete and total 
industry picture. We have com- 
pared our sales census with the 
U.S. Census of Manufactures for 
the year 1947 (and previously) 
and consequently presume that 
our figures from a limited group 
of participating members repre- 
sents 79% of the U.S. total. This 
is the basis which we use to es- 
timate industry totals when such 
figures are wanted or needed. We 
do not publish figures for industry 
totals based on our sales census 
but publish only the basic data 
gathered from members. 

ADVERTISING AGE serves a won- 
derful purpose, is known for fast 
and usually accurate reporting, 
and I believe you will welcome 
this clarification in order to cor- 
rect the impression your article 
headline carried. 

Roy W. PEET, 
Assn. of American Soap & 
Glycerine Producers, New 
York. 


Cites a New Gift Concept 

To the Editor: Here’s an ad- 
vertisement, “It’s a Baby’s World,” 
that we had nothing to do with, 
but that I feel impelled to send 
along to you as an example of a 
brilliant promotional idea, and a 
brand new gift concept—proving 
there’s always something new un- 
der the son (or daughter)! 

As the excellent copy explains, 
Lambert Bros. clips top news 
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items on “the day Betty Johnson 
was born,” places them in the book 
to preserve the events of that day 
forever—and adds a sterling silver 
spoon “for the grown-up-to-be 
who is now a baby born with a 
silver spoon in his mouth.” 

I understand that the advertise- 
ment is the work of Mrs. Casey I. 
Herrick, director of public rela- 
tions at Lambert Bros., New York. 

Sam S. BAKER, 

Kiesewetter, Baker, Hagedorn 

& Smith, New York. 
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Takes C.M. to Task 
on Two Counts 


To the Editor: I think your Cre- 
ative Man has missed the bull’s- 
eye twice recently, as follows: 


A few weeks ago, he dismissed 
the Roma wine ad on dripless bot- 


itles as being—to the best of my 
memory—a rather contrived cam- 
paign based on a questionable ad- 
vantage. Obviously he has never 
spilled red wine on a snowy white 
tablecloth, all because the bottle 
dripped. I’ve tried Roma’s dripless 
bottle. It works. And the wine in- 
side is as good as comparably- 
priced brands. They’ve got a dif- 
ference in bottles that’s worth 
shouting about. 

Regarding his comment that the 
Jell-O animal campaign lacked ap- 
petite appeal, I’m not completely 
sold on the Jell-O approach either. 
I think the art is superb, but that 
the copy, in following the illustra- 
tion, gets rather obvious. I liked 
their “Now’s the time for Jell-O” 
campaign much better. However, 
I ask the Creative Man this ques- 
tion: when a product is as well- 
known as Jell-O, need one get ap- 
petite appeal into every ad? 
Doesn’t the solitary word “Jell-O” 
conjure up mouth-watering im- 
ages in his mind? Just while writ- 
ing this letter, shortly before 


lunch, I visualize a big shimmer- 


ing mold of strawberry Jell-O, 
loaded with banana slices, seedless 
grapes, apple chunks and peach 
slices. Isn’t that appetite appeal? 
And I got it just from seeing the 
familiar Jell-O package in the ad. 
Quite a few familiar products are 
sold on a reminder basis alone. In 
this respect, I believe the Jell-O 
animal campaign will remind the 
housewife to put some Jell-O in 
her shopping cart, and will re- 
mind her husband and children to 
ask for Jell-O. 
JEROME M. COWLE, 
Detroit. 


Sees Ads’ Headlines 
Getting Newer and Newer 


To the Editor: In December an 
improved Ronson lighter was be- 
ing offered as “a gift so new it 
could never be given before!” 
That’s relatively simple. 

Parker Pen was advertising 
“gifts so new you couldn’t have 
given them last Christmas!” 

Are these practitioners perhaps 
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bringing an entirely new concep- 
tion of NEWNESS to advertising? 
The way is open to all sorts of ex- 
ploration. 

We can imagine Douglas Air- 
craft (for example) announcing: 
“The DC-8, a plane so new that 
Lindbergh couldn’t possibly have 
flown it to Paris in 1927!” 

WILLIAM L. NINABUCK, 
Palatine, Ill. 
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TACOMA 
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"WASHINGTON 


CALIFORNIA 


Tacoma area will remain 


NEVADA 


an accurate 


TACOMA IS BEST 
PACIFIC NORTHWEST 


S&THE ONLY AREA 
SHOWING GAIN IN 
DEPARTMENT 
STORE SALES 


first 11 months of 1954 


An area’s department store record is 
“‘measuring stick"’ 
business conditions. 
good in the Tacoma area! 


of 
And business is 


UTAH 


Unofficial reports for December indicate the 


in the ‘‘gain” 


column for the full year, 1954. 


So says a report concerning seven 
western states and covering the first 
eleven months of 1954. The Tacoma 
area was the only area in the Pacific 
Northwest which gained in depart- 
ment store sales over the like period 
of 1953. (And 1953 sales were higher 
than 1952 sales.) There were only 
three other areas in these states which 
showed any gains at all, and all four 
“‘gain”’ areas showed the same per- 
centage of gain. The remaining areas 
either experienced no gain, or showed 
losses up to 10%. 


TWELFTH DISTRICT DEPARTMENT STORE SALES, 
FIRST 11 MONTHS, 1954 


Prepared by Federal Reserve Bank of San Francisco, Research Department 
(excerpt of full report) 


REGION % of change REGION % of change 
from year ago from year ago 
Arizona ae Oregon —4 
Southern Calif. =? Portland (Ore.) area = 
Los Angeles area an] Washington & 
San Diego area -7 Northern Idaho —2 
Northern Calif. ~3 Seattle area 0 
San Francisco 0 TACOMA AREA +1 
Oakland 7? Spokane area —4 
Central Valley Utah and Southern 
of Calif. mq Idaho —4 
Pacific Northwest 2 Salt Lake City area —5 


Represented Nationally by Sewyer, Ferguson. Watker Cine. 


pe dale ON Serta ne eres oe Ped Vika Spee hee eee ote : eg Ry sel: Vind asaieg 4 ee ee NES ia eR ; e/ te . NE at Nite: 5 eles } 5x2 ; bre ye . er af As39 Pe - 
By EN abit dt Vo e = ats ares ats at Bu: 4 Ae eo. o, Ree for a vee a aoe Duel yg Ok oo fe ae = Re : ee ad ee * uh Mabe nO See Dee ad 18 eee, IRENE ye NS Bre eR Rey gy yy = ie cade Oe 1g Sy SPAMS 77 Wik at Ry ee a eh Ab 5 Ae 8 ete ee Vine has Pa tad 
Be MS: Bh Soon SRE CCW Seek RD BO bean SFE Be Savas RN Ase ES ad Wi Sects a BAe Cas bine eRe yD ieee: Beta sa ASUit YB dial So VIA? et BS Lie a. Pode ance 6 ic? WaT Me 2 Mya MOSEL Uteeu eis andi’. saved Deco eae ide SOE kets ae Ae 5 sa) Se a AR ay 22 ive Cee tary peas PP Mash ea 
LARS bee a RAE ¥ Lo Oe rt Ha) ‘ ae 3 . TORN 2s se Tae I oars eee a hy an - Ae sage 8% totes pe : pres cee STON Geeaaey GWT Ec PERMEMGL MMENCRMERT Thee XT megs Soap ee Sai poninciplomade ins hinhn bepikinn Yahyieeeet : ‘i ane 
ce PRM ag es eon oct Ie ae Se SRB an RN Sees ARS ea eset Roce eee ai Sf aie eRe eed ‘ ire : * f°, Se ee Lay SA ea, Beer: “ey wen Peded) <A: ai 
a Pg Co ikl NG Ga) Pa Re oP es ob ea CI eee eee me wh 4 BOA, ates Th Bee dee ae oc AMO a ae Bo ad pas D oitee hake a bi ie Sea ae 8 ha Aley SOW See perenne tae ‘ Mg ee ed s ! ae be ; pe 
PAST EASE Be ae NYG 4 ip aerate Bahn: BE phe fe 23 eat : Rests piak eo ees eee ge ae er Sage nae ie tees MM eo Besse , ae Se Se Rae Ro he ean Tey, pre has fe ro ae ay : ae ar, Viisee. OME aga 
t SF ; Say paar * Fae iSite week a7 Sin ya pte: ) oe ek : Ee SS . ae r 3 8 Re, RF . 7 ite iy sxe 2 pee oe eag 
. , 
— = 
J . 
} : 
' 
4 a 
| ‘ 
" 
" 
| 
; 
j ‘ 
| 7 + * 
Po 
: 
: 
I 
' eee—“t;isSCSCSCtisST | 
y | Ne a ee UUEEEEEInEII III EIEN SEES ESSENSE 
J | 
| 
{ | ; 
| 
| 
} 
e | 
| 
| 
| 
ee | 
. | 
| 
: | Pe. aa 
: | a i ; 
: 
es dane 
~e Se } 
i | é IDAHO < 
; OREGON 
: t : . ) 
, | : 
. ies ee : Oe a 
P: 
& : &: * Ree eee 
a sa aby 8 era uals ee | 
= alt i ee ns 
1 és ace | oa: 
S nt Oo a 
- ee 
2 = et” Se ear 
: ot 
: eo a -, See 
stands shil—and we preserve it Res, er % Catia 
, forever in book that records , 3 ~ ee 
the hepposicge of that special : eis . 
day. Together with the histh em z ei bie 
a ee a, eas “3 
news events, sports, fsablons, mien aes 
! uh eatet weems.::d Oe ; k,n 
stock marist reports ; ft weg ee 
: “Ys Ay ne Pg J 
i ee te a a ls Pe 
Kilver spoon—to epmiboline afl the : oho >, lle: 
good fortune you wish for bim ie ee 
the futare. What mare loving end i 
thmughttal eft could be foam . 
for Mather —and far the growe- at 
; : * a - ptobe who mnow shaby bore : ia a 
A) ‘with » solver spoon in bis mowth’, ‘ a es ell ates 
« Let at dew che name end birth dey ? se 
™ | ef he baby, ant the now mocker walt 3 F cp RS oe 
* i recquom the Rirchdoy Bowh ond Spans ASS ae 2 2 Pee og ae 
in woshin o low dave she covey leamngl LS! Pe ae “ e : 
. ee Ss Open Tharsday 
; Eavcings “il $ 
_ 
: 
Zt 4 
’ 
q 
_—————————— 
oe Se a = WS GOs ‘ oe Regr Cig EMR eT LST ed 
| Po : ; : 
a . 
o Sell this Go usiness Area you ne the 
PRI tm 2 
: ie f ae Me 4 2 aR 
4 —e 
? . . ? > 
4 : i ss 
a o 5 
5. <i 
: p ~ ‘ Sa 
q A a7 thi ers ig 2 f ' 
H ‘* Ree pr a ie 
| eo ~ i P j s > + 
, 
a ~ 3 , * % 
‘ | P - ~ / es ae ae ms + alll 
ee . 
a : 
| ; : eee : 
‘ a 
: ' 
| — 
\ 
; 
vee ye ls 4 ee : : ] : : : Conta . : 
=i Ge ete St ae are am 4 TR Sey ae eS wae ae: AL gn aa net Be tel : Susy ay aah . e SPS iF JN cate = mee Bae PES oar ted aye aati ss Nae ye ye iit Sie cee eS pate eo Pee, ©, me oem 
a ee te pte wheat aan ah ES: Yo nites St. er “eh lat Rested aM Na a i ic Rs! ebb Gade of ESA ie ONE ls as Sec tae ey Ww Barre ie hy fae oe ules Sah wy Pe : cep he “ Part Cis. * ; or: ‘y ah 
BS Sie Oe ae eae Pag BN sca . : a . . Re etal ee PR ee a ERC ei OE wes) bh 4 eat oe Pith Meda tee Red or hes Se AIS Ae. Sy ae se a a a hea UPA Oe Oe ee ek ge ee eed ek ee nae Pree ENE Pott ta ea See. emenereet wads IONS | 
Peet “ ery Se. oe Save . a ie Tue ee Bie he » ee Siem Pde me 2 Rg Bags Fes ich Ea eT 2 Se eae sr, # y sone, y nF é a ae ~~ 4, 7m b me. ® a al i 
, st ees ie green eg tke r ¢ A stu ; 3 . Fea see ky evel ge eet ei, et Aah Hee a <a 9 Lots BP So are “ OPA een leas saci idiot} 4 ie pe. Ep rae ees A 6d Sh — SE hed Sy 4 PERM Nicasie 7 «Ache PER |e ar Ne ee mae gs Poe 
5 ‘ Tye Bee . oo 1 ae x % ae yi e eek oe “ie pees ee re <i t oP as eh as wy. e Sh Soe Py io Sh Sas ee eS is ne Vg gO - =a - S alee oe « = Pa Va eee fi coo Mane elk era $ tela . aoe Pinca 
ae iar 2a & ah pee ey Te eae Re aS get : a tah, ee aie _ ek yee oS ek hee eae a Ne 2 =e iE ge tee ees Ake, Ral panne A AE a ik ones ua as ! ‘ ae ” 2 (Sots F ps ed om fo monn “ 
z ¥ 5 ak a , bec ahaa t i ~ nh Se Be le on ig ae Sg Sig Sree pe alk eS Toe eer a Lar ok ae ) +, ig es pare be” ey ta Oe, a oe 3 7 ye — ee es ae %., e a3 - at se ae 
ae : + sh yy : wo oy a he CS ae ty ae oe Ta gee See MN ale ca em a nee aie Be ate Ses pa a Site i Oe NE i Seek Sr A SSRs Oe RS a a vanes Eel Ee Sorel Soak a a ON de er PS ow ed Se Fi, " 
i : Ala oghe Set 5 eee : - 4 t SR pe Eat a, pet ee po mee eS ates Pay? De ak 1o cg fatee ah aed, piers se i PRES Bae tay Svar bivwihe i ee Ee oe Reena ag : pe hs 4 ; 
bs of aE ererxetete, Fier acn Y% 3 , “a . MR Clee Oe - rea Ye ot PS se oe g ace : de nn FoLs ; per ; = » & é 25 cA 


60 


PHOTOGRAPHIC 


REVIEW 


Sa5 @5 Fs 
Lb Lik ttt 1 Wit iti 1 
Add bana al 
List Irwin Leaver Olmstead 


‘SILVER’ ANNIVERSARY—Kellogg Co. observes its fifth anniversary of 
premium promotion offering International Silver Co. silverware 
for boxtops. The group includes: Howard List, Kellogg v.p. and 
ad manager; Arthur E. Irwin, sales manager, special contracts divi- 
sion, International; Mard Leaver, Kellogg v.p. and sales manager, 
and Ralph Olmstead, v.p. in charge of Kellogg’s advertising. 


Pollock Morris Swanson Miller De Gidio 


SEVEN HEARTS—Seven top Chicago painters became 
advertising volunteers to work on an outdoor dis- 


= 


play for the Heart Fund campaign. The seven are: General Outdoor Advertising. Use of the space was 
Rainey Bennett, Raymond Breinin, Earl Gross, Fred- donated by Cadillac Motor Car Division. 


SURVEY SATISFIES—Frank C. Meunier, 
advertising manager for General 
Petroleum Corp., Los Angeles, dis- 
cusses plans for the 1955 Mobilgas 
Economy Run with company presi- 
dent R. L. Minckler. Their smiling 
countenances are the result of a 
survey by Alfred Politz Research 
which showed that 54% of the na- 
tion’s motorists are familiar with 
the test. Stromberger, LaVene, 
McKenzie, Los Angeles, handles 
advertising, publicity and promo- 
tion for the event. 


CADDIES FOR SALES—W. Clarke Swanson, president, dent, and Ralph De Gidio, general manager, Miller 
C. A. Swanson & Sons, Omaha packer, presents car Super Markets, Denver, the winners. With them 
keys to winners in the company’s canned poultry are M. Crawford Pollock, v.p., and George Morris, 
selling dealer competition to Morris Miller, presi- Denver representative, C. A. Swanson & Sons. 


al “Se ae 
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Mark Gamble Napier Wolcott 


NORTH OF THE BORDER—Advertising executives, publishers and space buyers gathered 
in Toronto last month at the first big conference of Audit Bureau of Circulations 
held in Canada (AA, Feb. 7). Speakers table groups shown here include Howard 
Mark, advertising manager, Robert E. Simpson Co., Toronto; E. Ross Gamble, v.p., 
Leo Burnett Co., Chicago; Mark Napier, J. Walter Thompson Co., Toronto; Alan T. 
Wolcott, v.p., ABC, Chicago; Floyd S. Chalmers, president, Maclean-Hunter Publish- 


Chalmers Blackburn 


Huggins Ketchum Witting 


WESTINGHOUSE MEETS WESTINGHOUSE—At a party celebrating KDKA- 

TV Week in Pittsburgh, George Ketchum, president, Ketchum, 

MacLeod & Grove, chats with two clients, E. V. Huggins, v.p.- 

corporate affairs, Westinghouse Electric Corp., and Chris J. Witting, 
president, Westinghouse Broadcasting Co. 


Rimmer Balfour Cranston Smith Gowdy 


ing Co., who presided at the conference; James E. Blackburn Jr., McGraw-Hill Pub- 
lishing Co., New York; H. H. Rimmer, advertising director, Canadian General Electric 
Co.; St. Clair Balfour Jr., publisher, The Spectator, Hamilton, Ont.; W. H. Cranston, 
publisher, Free Press Herald, Midland, Ont.; Leo H. Smith, Audit Bureau, Chicago, 
and Douglas Gowdy, manager, Maclean’s Magazine, Toronto. Plans are under way 
to make this a twice-yearly meeting. 


erick W. Boulton, Francis Chapin, Margo Hoff and 
William Schwartz. The location was contributed by 
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Advertising Age, February 14, 1955 


“Roanoke Times’ Ads 
Top Averages in 18 
Readership Brackets 


ROANOKE, Feb. 8—The average 
woman reader of the Roanoke 
Sunday Times leafed through a 
total of 84 newspaper pages and 
read 20 display ads, according to 
a readership survey of the paper 
for Oct. 3, 1954. 

The survey, one of the few ever 
to be devoted to a Sunday paper, 
was conducted by Publication Re- 
search Service, Chicago. It indi- 
cated that the paper’s readership 
exceeded national averages in 18 
of 32 categories. 

Of the 20 ads—half column or 
larger—which she read, 14 were 
retail, six general. 

On the editorial side, the aver- 
age woman interviewed also read 
12 general news stories, 10 con- 
tinuing features, 11 comics and 32 
pictures, the survey indicated. 

The average male reader read 
9 ads in the survey issue—five 
general and four retail. But he also 
read 22 general news stories, eight 
features, 14 comics and 22 pictures. 

Display ads were read by 94% 
of the men interviewed, and by 
97% of the women. In the general 
advertising field, 82% of the men 
and 83% of the women read at 
least one ad. In retail advertising 
86% of the men and 96% of the 
women read one or more local 
ads. 


# In almost all departments, in- 
cluding both advertising and edi- 
torial, the Roanoke Times equaled 
or exceeded the national averages 
established by Publication Re- 
search Service. The actual figures 
by departments for the study, with 
the comparable averages, are as 
follows: 
National 


This Study Averages 


Departments Men Women Men Women 


Percentage Interviewed 
Who Read Any: 


Editorial page items .. 62% 45% 63% 52% 
37 19 39 24 


eer 
OO a ee 82 76 84 78 
Financial news ....... 27 6 27 10 
Radio or TV programs, 

ea ae 66 67 57 61 
Amusement news ...... 37 a Si 43 


Society news or pictures 53 96 33 77 
Society news reader ... 31 80 16 51 
Sports news or pictures 87 52 
Sports news reader .... 79 26 «676 27 
Display advertising (ex- 

cluding classified) .. 94 97 89 97 
National advertising ... 82 83 76 85 


Local advertising ...... 86 96 79 95 
Department store 
advertising ........ 51 9 SS FF 


Classified advertising .. 60 45 46 40 
Amusement advertising . 58 62 42 51 

Top general ad in the entire is- 
sue of the Sunday Times was the 
full-page Swift Baby Food ad, 
which stopped 36% of the men and 
57% of the women. 

The best local ad was a depart- 
ment store ad for Pugh’s. Placed 
on Page 29, in the society section, 
it attracted 65% of the women. 


= Best-read news story in the en- 
tire issue among both men and 
women was headed: “Cop-Hating 
Youth Poses Problem for Judge.” 
It was found at the bottom of 
Page 1. Its rating: men—68%; 
women—66%. 

The banner story announcing 


DAYTONA BEACH 


FLORIDA 
Population: (U. S. Post Office 
estimate) City Zone, ae 63,096 
Florida’s Year "Round Resort Covered By 
DAYTONA BEACH NEWS-JOURNAL 


1. Daytona Beach is an unusual test 


market; its thousands of visitors 


come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist popularity. 

2. Over $98,723,000 effective buying in- 


come. 
. Over ,353,000 retail sales. 
. A qualit market index of 127. 
. 1953 total advertising 15,275,865 lines. 


SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 
Represented by V. J. Obenauer Jr. in Jacksonville 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising. centers 


A 


“West Germany to Join Atlantic | 


Pact” with an 8-column streamer 
was read by 31% of the men and 
8% of the women. In view of this 
score for this momentous story, it 
is interesting that on Page 4, 62% 
of the men and 76% of the women 
were searching through the local 
death notices. 

Copies of the complete study are 
available from the Roanoke Sun- 
day Times, Roanoke, Va. 


International Paper Plans Mill 
International Paper Co., New 
York, is planning to construct a 
$20,000,000 newsprint mill in the 
South at a location to be an- 
nounced later. John H. Hinman, 
chairman, said the new mill will 
have an annual capacity of 100,000 
tons, will employ about 425 per- 
sons and is expected to be in oper- 
ation the latter part of 1956. 


TV Count Hits 33,816,000 

There were 33,816,000 tv sets in 
the U. S., as of Jan. 1, according 
to the estimate of Hugh M. Be- 
ville Jr., research director of Na- 
tional Broadcasting Co., New York. 


This is a gain of 6,000,000 over the | 


Jan. 1, 1954, figure. 


61 


Douglas Opens Agency 

William H. Douglas has formed 
William H. Douglas Advertising, 
with offices in the J. C. Penney 
Bldg., Rapid City, S. D. Mr. Doug- 
las, formerly advertising and pro- 
motion manager of Knecht Lum- 
ber Co. and Knechts Lumbermens 
Supply, also has been associated 
with Baldwin, Bowers & Strachan, 
Buffalo agency, and originated and 
instructed a course in public rela- 
tions and publicity for the busi- 
ness man at the University of Col- 
orado, extension division. 


PUT COLOR 


In Your 


ELIZABETH (N. J.) MARKET 
ADVERTISING 


One color and black, two colors 
and black and full R O P color 
Accepted by the 


ELIZABETH DAILY JOURNAL 
ELIZABETH, NEW JERSEY 


Write for details or contact 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


Harrison 


Gaughan Haggerty Mathes 


FORWARD LOOK—Attending a distributors sales conference in New 
York, held by Capehart-Farnsworth Co., a division of International 
Telephone & Telegraph Corp., are Gen. William H. Harrison, IT&T 
president; E. W. Gaughan, v.p. and general sales manager of C-F 
Co.; L. G. Haggerty, Capehart president, and James M. Mathes, 
president of J. M. Mathes Inc., agency for both companies. The “5 
in ’55” slogan refers to the four new tv sets and one new radio set 
the company is introducing this year with a $1,600,000 ad budget 
which calls for use of national magazines, newspapers and business 
papers. Media details are still being worked out. 


246,394 229,329 


Morning & Evening Sunday 


ABC Publishers Statement, 


September 30, 1954 


LARGEST CIRCULATION IN TEXAS 
WITHOUT the use “s contests, schemes or premiums... 
“just a good newspaper" 
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Manufacturer Is 
Still Marketing 
Boss, Says Harper 


(Continued from Page 1) 


crease and stabilize profits. 

“If it doesn’t do this, it isn’t 
good enough. And in today’s mar- 
keting and advertising revolution, 
traditional advertising procedures 
are no longer good enough to ac- 
complish this.” 


® Posing the question asked by 
the manufacturer: “Just how can 
I make full use of my advertising 
agency today?” Mr. Harper sug- 
gested six basic agency attributes 
that should be examined by the 
advertisers: 

1. “Your agency must... keep 
a sharp distinction at all times, 
in its work for you, between the 
strategy of what your advertising 
should say about your product, 
and the very different strategy of 
how best to say it.” 

2. “Your agency, as a matter of 
course, should regularly evaluate 
its own primary product—adver- 

« tisements—by the severest possi- 
ble objective tests, not only of au- 
dience goals, but of sales goals.” 

3. “The primary products of an 
advertising agency—namely, ad- 
vertisements—can only be effi- 
cient today, in my opinion, when 
they are produced out of an active, 
full-blooded, daily integration of 
research and creative work...” 


2 4. “The modern advertising 
agency should open all its pro- 
fessional doors to the modern mar- 
keters—psychologists, economists, 
marketing executives, promotion 
and publicity specialists and tele- 
vision program and talent direc- 
tors, as well as copywriters, art 
directors, general executives...” 

5. “The modern agency’s con- 
tribution to your business can and 
should begin long before the pre- 
paration of advertisements, and 
it should continue far beyond their 
appearance.” 

6. “The advertising agency 
should be used as an extension of 
your marketing intelligence and 
planning—not as a substitute for 
your own basic thinking.” 

Addressing the representatives 
of smaller manufacturers in his 
audience, Mr. Harper pointed out 
that they can get just as good ser- 
vice from agencies as can larger 
advertisers. 

“No one,” he said, “can get bet- 
ter advertising merely by paying 
more money for it...The cost of 
media (and that’s 85% of your ad- 
vertising dollar) is the same, 
whether your advertising message 
is right or wrong, weak or strong.” 


® Calling the nation’s food stores 
“a great retail democracy,” Wil- 
liam R. Dixon, assistant general 
sales manager, Dow Chemical Co., 
Midland, Mich., earlier this morn- 
ing told the group about his com- 
pany’s experiences in marketing 
Saran Wrap. 


When marketed through distrib- | 


utors, he recounted, the product 
received good distribution, signif- 
icant position on store shelves and 
good trade cooperation. But it did 
not sell well, because consumers 
did not know what it was. 


“We reached the inevitable con- | 


clusion,” he said, “that the con- 
sumer has to be educated to need 
and desire your product before 
you can sell it, regardless of the 
degree of exposure that can be ob- 
tained. This requires a significant 
advertising investment, an adver- 


tising investment such as few, if| 


any, distributors are willing or 
able to make.” 

Dow, therefore, began to market 
the product itself, selecting its 
market areas on the basis of net- 


work television station locations. 
“We believe,” said Mr. Dixon, 
“that this principle has created a 
new era in marketing thinking and 
merits careful study by manufac- 
turers of any product distributed 
on a national scale.” 


eyes and ears of a. company, the 
chief marketing executive should 
be the key man in all product line 
decisions, James E. Robinson, 
president, Indian Head Mills, New 
York, said at the opening session 
Monday morning. 


el of four company presidents dis- 
cussing “What Presidents Expect 
from Sales.” Other company heads 
who addressed this session were 
W. Irving Osborne Jr., Cornell 
Paperboard Products Co., Chi- 
cago; L. B. McKnight, Chain Belt 
Co., Milwaukee; and H. E. Chiles 
Jr., The Western Co., Midland, 
Texas. 


® Mr. Robinson listed five major 
areas in which, he said, the sales 
department’s advice is of vital 
importance: price structure, 
changes in the product line, eval- 
uation of potential demand for 
new products, maintaining sales 
force morale and guiding basic re- 
search and development work. 

“Without active participation of 
the general sales manager in the 
formulation of basic product de- 
cisions,” he concluded, “it seems 
doubtful that a really sound policy 
with respect to the product line 
can be hammered out except by 
pure chance.” 

Advertising, said Mr. Osborne, 
is one of the most potent weapons 
in de-emphasizing price appeal. 
It can be, he said, “an exception- 
ally powerful ally to all its asso- 
ciated sales forces in disposing of 
their products at levels in excess 
of those of their competitors. This 
ability has often proved to be the 
difference between an adequate 
profit, an insufficient one or none 
at all.” 


® A forecast that 10 years from 
now the chief sales executive “will 
prove, in terms of authority and 
responsibility, to be the most im- 
portant officer in any company in 
which the sales activity is primary 
and basic,” was made at today’s 
closing luncheon session by Jud- 
son S. Sayre, president, Norge 
Division, Borg-Warner Corp., 
Chicago. “As a matter of fact,” he 
added, “in such companies the 
chief sales executive should now 
be the top officer.” 

Mr. Sayre conceded that in some 
organizations a top officer must 
possess knowledge of engineering 
and development. “But,” he said, 
“it is sometimes amazing to me 
to see companies whose existence 
in the market place is entirely de- 
pendent upon sales performance 
headed by men from accounting, 
manufacturing, or law, with the 
age-old cleavage existing between 
this top management and the sales 
department.” 

Of his own company’s policies, 


of Avon. 


| 


he 


GEORGE W. SHINE, who has been in 
the merchandising, packaging and 
advertising divisions of Avon Pro- 
ducts, New York, since 1948, has 
been named advertising manager 


BN kar ie ; 


® Since the sales force acts as the} 


He spoke as a member of a pan- | 


Cushman Campbell 


7 


Waldman 


PLANNING GROUP—Committee chairmen of the Art 
Directors Club of Boston met to plan the club’s an- 
nual exhibition, to be held at the Boston Public 
Library starting May 2. Shown here are William 


Corcoran O'Leary Baker 


Tully Dunlany Manning 


Cushman; George Campbell; Leo Waldman; Mary 
Corcoran; Stephen O’Leary; Thomas Baker; Joseph 
Tully; Jacques DunLany, president of the club, and 
Thomas J. Manning, exhibits director of the library. 


he said, “All of our resources and 
efforts are directed to one all- 
important objective—to produce 
an increasing volume of sales. 


=" “The best product, the finest 
organization, the most brilliant 
advertising and promotion plans 
we can devise—all these remain 
nebulous unless and until that 
product and a maximum number 
of consumer prospects are brought 
face to face, under the most fav- 
orable circumstances...” 

The three-day meeting was at- 
tended by more than 800 market- 
ing and sales executives repre- 
senting leading consumer and in- 
dustrial product manufacturers 
from all parts of the United States. 


PHILIP W. MURPHY 


New York, Feb. 8—Philip W. 
Murphy, 45, advertising repre- 
sentative for Dun’s Review & 
Modern Industry and a former ad- 
vertising salesman for ADVERTISING 
AcE, died Feb. 4. Born in Wabash, 
Ind., Mr. Murphy attended Colum- 
bia University here and in 1929 
became an advertising salesman 
on the Brooklyn Eagle. He joined 
ADVERTISING AGE in 1936. With the 
entrance of the U.S. into World 
War II, Mr. Murphy joined the 
army, saw action in the European 
theater and received four battle 
stars. After the war, he was asso- 
ciated with Tide for five years 
before joining the sales staff of 
Dun’s Review in 1951. 


ELMER B. BOYD 

NEw BRUNSWICK, N. J., Feb. 7 
—Elmer B. Boyd, 74, president of 
the Home News Publishing Co., 
publisher of New Brunswick Daily 
Home News and Sunday Times, 
died last night in his sleep. Mr. 
Boyd was elected to head the 
publishing company following the 
death of his brother, William B. 
Boyd, in 1933. 


MOSES N. BAKER 

Montcialir, N. J., Feb. 7—Moses 
N. Baker, 91, retired editor of En- 
gineering News and former presi- 
dent of the Montclair Board of 
Health, died at his home yesterday. 
Mr. Baker was the author of sev- 
eral engineering books on munici- 
pal and sanitary engineering and 
a former associate editor of the 
McGraw-Hill Publishing Co. 


Emma Brohr to Weil-Kalter 


Emma Brohr, formerly head of 
retail advertising for Trimingham 
Bros., Bermuda, has been named 
advertising manager of Weil-Kal- 
ter Mfg. Co., St. Louis maker of 
lingerie. 


Young Joins Beaumont 

Don Young has joined the Chi- 
cago staff of Beaumont & Hoh- 
man as an art director. He was 
formerly with Knox Reeves Ad- 
vertising, Campbell-Mithun and 


Tracy-Locke Co. 


LeRoy King Scores Illegible Food Carton 
Markings; Gives Away 8 Tons of Food 


New York, Feb. 9—LeRoy M.| 
King, merchandising director of | 
Food Topics and Food Field Re- 
porter, who told the Merchandising 
Executives Club last year what he 
doesn’t like about manufacturers’ 
grocery promotions, deals and 
premiums (AA, Sept. 20), told the 
Sales Executives Club yesterday 
what he doesn’t like about manu- 
facturers’ carton markings and 
packaging. 

“Out of stock’ is the super- 
market’s No. 1 problem, and the 
manufacturer is at least partly re- 
sponsible,” Mr. King said, demon- 
strating his points with a series 
of picture slides taken by him in 
supermarkets throughout the 
country. 


® Part of the day’s presentation 
included the distribution of a 
20-lb. bag of supermarket prod- 
ucts to each person who attended 
the luncheon. In all, 800 such bags 
were: given out after the meeting 
by Topics Publishing Co., for 
which Mr. King works. 

An SEC executive estimated 
that at $7.20 a bag, retail worth, 
the promotion represented eight 
tons of food, or $5,670 worth. 
Thirty-two food manufacturers 
contributed their items. It was a) 
tossup over which was the bigger 
attraction, Mr. King’s speech or'| 
the after-luncheon food bags at 
the checkout counters. 


# Mr. King, whose second give- 
the-manufacturers-hell talk was 
attended by an overflow audience 
of 965, including top manufacturer 
and ad agency brass, lashed out at 
Rockhill (meal), Del Monte (can- 
ned potatoes), Donald Duck (can- 
ned grapefruit), Shasta (soft 
drinks), Belfast (soft drinks), 
Westinghouse (light bulbs), Rey- 
nolds (wrap), Leslie (salt), Betty 
Crocker (pie crust mix), Powder 
Room (toilet tissue), Bumble Bee 
(salmon), Beacon (wax) and Piel’s 
(beer). 

“An advertising man who look- 
ed at this picture (Shasta) said 
to me,” Mr. King explained, 
“*What do you want? It’s marked! 
If you get a magnifying glass, you 
can see the marking.’” 

He was referring to the carton 
the beverages came in. 


# Referring to a Westinghouse 
bulb package, he said, “These 
cases, you see, are labeled, ‘You 
can be sure if it’s Westinghouse,’ 
but the question remains, ‘What 
can you be sure of?’ Most stores 
carry a supply of bulbs in many 
different styles and wattages. In 
all fairness, there is a _ small 
sticker on one end of the case 
that indicates style and wattage, 
but since this case can be stored 
in the cellar or backroom with any 


of the panels visible from the 


working aisle, the chances of 
mistakes and shortages on the 
selling floor, or out of stock, are 
greatly increased.” 

He added that Westinghouse is 
not alone in this, “the same prin- 
ciple applies to General Electric. 
Take a look at their cartons.” 


® One person in the audience, 
Ross B. Yerby, division sales man- 
ager, California Packing Corp. 
(Del Monte), heard his company’s 
carton torn apart verbally by the 
speaker. 

“Mr. Yerby is one of my best 
friends, but I’d like to show you 
an out-of-stock situation on Del 
Monte new whole potatoes, any- 
way,” Mr. King said. 

“In this picture we show a near 
out-of-stock condition—only two 
cans: of Del Monte new whole 
potatoes on the shelf. What do we 
see downstairs? This other picture 
shows a case of those same Del 
Monte new whole potatoes in the 
cellar. One end panel is properly 
labeled. However, it is the un- 
labeled end panel which faces the 
working aisle in the cellar.” 


® He added that it is easy for in- 
experienced cellar help to report 
back to the floor that there are 
none in the store. 

“So you see, the shelf suffers 
for a lack of merchandise,” he said. 
“Del Monte is not the only of- 
fender. Please note the adjacent 
case of Hunt’s tomato paste.” 

Another instance pictured was a 
Christmas holiday promotion for 
Reynolds Wrap, in which a chain 
invested in 36 cases of merchan- 
dise “to become a warehouse for 
the manufacturer.” 

This picture showed 36 cases of 
merchandise with a consumer pre- 
mium attached to the package in 
stock in the cellar, where the 
salesman was stocking them be- 
cause he already had sold a floor 
display of another product up- 
stairs. 

“The buyer took on this mer- 
chandise because he was sold a 
bill of goods about some comedian 
named Mr. Peepérs pushing it on 
a television show prior to the 
Christmas season...which gave 
this store just exactly 11 days to 
get rid of the merchandise before 
Christmas,” he said. “This store 
is in stock all right, but down- 
stairs in the basement!” 


New TV Survey Will Study 
Viewing Habits in Chicago 

A new survey company, Author- 
ized TV Survey, has been formed, 
with offices at 218 E. Ontario, 
Chicago, by Fred Livingston, pub- 
lic relations counselor. 

Personal interviewers will visit 
approximately 2,000 Chicago 
homes each month to collect data 
on tv viewing habits of Chicagoans. 
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Bob & Ray’s New 
Radio-TV Ratings 
Will List ‘Top 90’ 


NEw York, Feb. 10—-As if the 
situation weren’t already confus- 
ing enough, Bob Elliot and Ray 
Goulding, early morning broad- 
casters and sometime comedians, 
have decided that what the radio- 
tv industry needs is another rating 
service. 

To meet this crying need, Bob 
and Ray have announced the for- 
mation of their own survey organ- 
ization, Stethoscope Inc., a “wholly 
owned subsidiary with no deben- 
tures outstanding and only a few 
lying down. ‘These will be picked 
up as soon as possible by stock- 
holders of record Feb. 30.” 

This is how the WINS team tells 
the story: “We wanted to get at 
the heart of the matter, but found 
that no company had progressed 
any farther than the pulse. 


s “Ergo, we formed Stethoscope 
Inc. We do not use telephones, 
postcards, person-to-person in- 
terviews or letters addressed to 
‘householder’ for our surveys. Just 
an old-fashioned stethoscope and 
some abandoned X-ray plates 
from the abandoned Frank Buck 
animal farm in Massapequa, Long 
Island. 

“Funny thing, our first sampling 
showed that no matter what pro- 
gram people were listening to, or 
looking at, in their heart of hearts 
they wished they were listening 
to Bob & Ray over WINS, New 
York, 1010 on everybody’s dial. 

“Most people would keep a good 
thing like this for themselves, but 
there’s not a selfish bone in our 
bodies, so we’re making our Steth- 


oscope service available to the}. 


trade—you know, Turley, Larsen 
and Hunter from the Orioles for 
Gene Woodling and half a bottle 
of Absorbine, Junior.” 

Bob & Ray envisage a bright 
new outlook for harried admen 
and broken-spirited performers 
who lost their sponsors because 
they missed the top ten by 0.8. 


® Fact is, Stethoscope Inc. prom- 
ises to obsolete the top 10 and 
replace it with the “nifty 90.” 

“We live in a democracy and 
there should be no class distinc- 
tions,” Bob & Ray insist. “When, 
as sometimes happens, there is no 


alternative and you have to have 
class distinctions, there should be) 
room enough in the class for | 
everybody. 

“No sensible man in his right 
mind will deny that there is more 
room in a class of 90 than in a 
class of 10. And if he does deny it, | 
he is either not sensible or not in| 
his right mind. And we don’t much | 
care which. 

“That business prospers most 
that brings the most happiness to 
the most customers. I don’t see 
how we can fail. And if we do, it 
doesn’t mean that there’s anything 


IN HAVERHILL, MASS. 
IT’S THE GAZETTE 


George McLaughlin, 

Advertising Manager 

of the GAZETTE 

ives you these facts: 

—Retail Sales— 
$51,250,000 a new 
high. 

2—Food Sales— 
$16,947,000 a new 
high. 

3—World Shoe 
making center. 

1—Western Electric Co. Mfg. Center. 


A trading zone population of 
110,488 reached by the 


HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


George McLaughlin 
Advertising Manager 


in all principal advertising centers 


wrong with the American econ-| _ 
omy. It means there’s something | js, 
wrong with us.” 


Copeland Heads MAAN 

Allan J. Copeland, head of Allan 
J. Copeland Advertising, Chicago, 
was elected president of Midwest- 
ern Advertising Agency Network 
at the group’s quarterly meeting 


in Cincinnati Feb. 5. Other new} : 
officers include Fran Faber, Faber | : 


Advertising, Minneapolis, and): 
Norman Mautner, Mautner Agen- 
cy, Milwaukee, v.p.s; Jim Hill, 


Cary-Hill Inc., Des Moines, sec- 
retary, and Gladys Lamb, Kelly & 
Lamb Advertising Agency, Colum- 
bus, O., treasurer (reelected). 


Palm & Patterson Boosts 3 
Palm & Patterson, Cleveland, 
has promoted T. King-Hedinger to 
exec. v.p. Mr. King-Hedinger has 
been with the agency for eight 
years. Also promoted are Robert 
S. Lee to v.p. and Bruce Palm to 
treasurer and media director. 


ACCOUNTING SYSTEMS 

3 AIR CONDITIONING _ 

| PAPER PRODUCTS * CAKE DECORATIONS «CLEANERS 

_ DOUGHNUT MACHINES * CONTROLS ¢ CONCENTRATES 
MOULDS « PRESERVES © VACUUM CLEANERS © YEAST 
DIVIDERS © FLOUR HANDLING CQUIPMENT © SUGAR 

_ MUMIDIFIERS * INSECTICIDES « BROOMS © VITAMINS 


READERS DO 


Di | 


OF THE BUSINESS 
IN THIS $5 BILLION 
DOLLAR INDUSTRY 


- BASKETS © REFRIGERATING MACHINERY * UNIFORMS 
- SHORTENINGS * VEGETABLE ONS + THERMOMETERS 
"DETERGENTS © PROOF BOXES + MOTORS © FIXTURES 
| FRUITS * OVENS * PANS © SPICES * MIXERS © MILK 
MOULDERS © FLOUR * RACKS © TRUCKS « CABINETS 
BEATERS * CONVEYORS + BREAD SLICERS « SYRUPS 


CLISSOLD BUSINESSPAPERS: 


THE CANNER * BAKING INDUSTRY * HOSPITAL MANAGEMENT 
SONS RN RERUNS Smee 


Parade . . . the Sunday Magazine Section 
of 47 fine newspapers in 47 major markets . . . 
with more than 14 million readers every week. 


tT Noes ati, 


PARADE SETS THE PACE 


HELPER 


The Wisconsin robot who does 
odd jobs around the house 
electrically was a feature story 
in a recent issue of Parade. 


Result: More than five out of 
seven of Parade’s readers 
stopped to get the full story. 


Making people stop, read and 
remember is something Parade 
does so well that independent 
surveys show it is the best read 
magazine in America, bar none. 


To you, as an advertiser, this 
means twice as many readers 

for your dollar in Parade as in the 
big weekday magazines. 


No doubt about it: To give sales a 
shot in the arm, to make dealers happy 
. .. Parade has what it takes. 


ar, —~ | pai ; : g ei ide, Salen ; . : " F : ‘ ; ; : 
. ah ree < SAE Few a4 ae i ee yb recht o : Maes? ecihey oe 3 ie f fn j ; wed re , “4 xy aie ee ROG RE ee Sy ae wt ‘as > eee 4 n $4 f ik ok 
FR lg RRA is TCE RNR CO ec ge LAA MORI E BR TRACT Ge eet or eee ee notaries sh is RR ee aed IA) WPONEG Te EEE MATA AD NG OER IP Mid Coe nde lags ok oki ec eae ase ene oo ates He ra 
Raby: hs Rea: ee eel ey Vee gage GIN ree Ss Ae ce oe hon MO Pe) a of ty : Gat VATU ad Toy apes = BREED APE A PERRONOMPE Tee ceri SUA oe nce ny eet ee vA 
) ) ) | coo ep NS POOR iced eg ERR Dg oI SPOON Lie Ra ered Cay, PS Rg heart ae ei ie eye, te ene ing me Weer eS ARE. Ch MNS, ncaa Gop ea gare patella ae eh eee ya ae ah tt tees aired is 
ei : 3 f g Re i s “i ? ‘te ea eee Meat, aay Op aha er at, oh Sgt 
PO ' ' y ; bs f dere ieee 
ge eae 
Bes 
63 t 
al An 
| a4 1 i 
Hy 
i | I +t ; i) 
¥ 7) 
| : i 
“3 | j 
0 HA 
Hi 
4 | 
LARGEST “Il | 
: . BH i j 
PAID CIRCULATION "))) 
Over 14000 = 
é i 
23% more paid 
_ Readers than any it 
other bakery it 
\ publication | i) 
TWRES + LABELS © BAGS + SHOW casts - FLAVORS [RU | 
Ses Ses = ¥ ee Wh 
a i ve wae. | i 
3 7 ‘ s 5 Oe ie 
; ee: (ABC) Bae ‘ Ni 
| cae i ee, ee ~ Mh 
| #3 BBE : A De = i} 
| panes ete acs ee eee te: 24) p/$ a 
J 
| ee 
' 4 ce LD 5a Fv 4 jal . Helper 
| 
a ee ea ee a ee LS oe eS 
aS | 
| | a 
\ : 
} oa ee ey 
; | ; 4 rdiit 4 . @ ee fot q 
Be Fi Pha: 
| : z BE 4 3 : es 
y 
- | ‘ . = , 
* aes e) ° 4 4 ; 
se - i 
PY] ila mh, aa j ™ 4 A 4 ~—_ 
S ‘ * 4 : 4 
| Be ‘ i FE ROC OIE A ST LA, A ENN: ANE BR ROLE AT ai é 4 
an 7, , %» , r P| 
J c. —— fh ‘ 
| re ‘Aan i 1S OM {i 4 
: 3 : ek. ’ - * fx eS: % = - 
_* ities te z ' o.4 2 oe | ‘ i 
' = i, << yf —_ 
oe eee 7 a! hu 
* . i : — . ” * ; A iu # 
; ’ ; _— a a ty 
*, 4 a ait ee * e ; eae ’ ? 
. P AS . S ; j oe ‘ 4 P a 
bs Rs core: ee oe a “ae - 
P > ; % " Bee ie E ae seat 2 * — “7 j * it 
. , . tye 3 ‘ tS 
— —— én bells 7 F id Soe. . nee 
| +e ‘ 8 3 oa —_ ig 
of @ OE ell 
( ci Se sn re Es a Sl Say 
4 5 _" ; 7 4 paceplh 3 ite a % be 
ee eet eee se =) °.% 
{ f * ‘ oe ei Fitts Nae 420 @ 
ig DG tal dm, Ce helt CO 
" Ge ee Z ba x ps - & “i a : - 
: eS 2% % j : 4 sini ‘Gc: 
} eee ‘ ee Meat « 
Ga Nee ee . 
| << i pte e i , ge? * mama g sli % es ‘ss ’ 
| a ee , 3 ne ~ * , 
i 28 ’ pore A 
d he ’ is f ¥ Pietury Mee azing 
< 3 ie } 
| i 
| | 
i ) 
I ; | | 
‘eo | y d 
_ j _ , 4 ‘ 
| Po ie. ' << # 
; . 
| « 
4 
‘ A | « @ 7 
7 Po il eae aera el = 
. ; - | | 
a ) = : 
) | : 
j a 
) 
4 
NSO tN e Coe ale Pes TEE IGOR vee S\s aoa! pee Memadtn aah at ait et eek, ety bee Me Tag Og a tie A ei ne eet ae te IE Rag hee Ret Bee gh ye a LT Re) ee ol 
Aa ces ete GB taclod gee ee A ¥ 4 eae ant wee tote oe Sip Rt oieEy 24.) tes: err rede Pee ee eg Bang SAB syaetk ie oom ee Peer ak whe be Paes Adige ee of $e as nS rei eee ; : eee eens Pru | 
ee NE et oe Cte agi Rs ee I ae weal BE Si hg Cam > er oY Wis 2 og =. fos “ Wi Te ties a ee Pe aT ORL ee ee acne Ae ie ee ceed bis ath cie ae aa 7 “y P= nt Ag eS Se “ ae apt in Cres ree ier he Fe : Ps SV eee kg at ed : a. i 
PESOS Te pape “frre g “ ay opel ae ia TAA alt fone Si ge ony ee atake (he Pee Ree Se oak tere le Sc eee pee Oe ers a PALO ARNE: Trad, Beh ahh GE Bee a erie fs Ee URE EIA” i ae een RE pret eaipin AS dee ey ae 
F's pase ie. > Sal 3 ~ <a, eee wt mr ee pote See eA 6 em . S4 om aoe ae vis as * Sits =p apne? pa ar 2 - te ~ Me. 1 are ad 3 iT Bs re A Ae ata Be Tone. ens", aie S Ie tae ae ae EU ars yey ae i Dearest &4 > ptr, Bid p> cua > a Pie tae oa fe a ay Asie i: = END ce RT sega, Sy at ie 8 Me past $ 


Census Bureau Will Do Inexpensive Surveys 
‘On the Side’ on Public-Interest Subjects 


WASHINGTON, Feb. 8—During 
the next few days, Census Bureau 
enumerators visiting 21,000 per- 
sons in 230 areas. scattered 
throughout the U. S. will ask 
questions which are expected to 
produce more information about 
America’s smoking habits than 
anyone has ever had before. 

When the results are tabulated, 
there will be a wealth of informa- 
tion about men and women of all 
ages and races, who smoke ciga- 
rets, cigars and pipes. Have you 
ever smoked? When did you start? 
Have you tried to stop? Do you 
smoke a half pack a day? A pack? 
Two packs? Over two packs? How 
many cigars? How many pipefuls? 

By commercial standards, this 
would be a costly project. Yet the 
result to the sponsor, complete 
with detailed tabulations, will 
run below $30,000. 


® This is possible because the 


He’s a distant 


business cousin 
of ACB’s 


SY, . 


al 


Tony’s stock of home-town news- 
papers supplies the city wayfarers 
with news from “‘back home.’”’ 

ACB receives all 1,750 of the daily 
newspapers published in the U. S. 
for a very vital service to merchan- 
disers, whose products are sold 
through retail stores. 

ACB reads these newspapers for 
advertising only, so it can tell you 
if your dealers are advertising... 
what competitive dealers are doing 
... by city or state or territory... 
new firms. Various other ACB Re- 
ports cover new uses for products 

.. who is using premiums... ad- 
vertised prices .. . infringements on 
names or trade marks, etc., etc. 

Any information of value to you 
that appears in newspaper adver- 
tising will be spotted by ACB’s 
readers and passed on to you. 


Send for ACB’s Catalog. 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It’s 
free! Ask for it today. 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 8S. Michigan Ave. + Chicago 3 
20 South Third St. « Columbus 15 
* Memphis 3 
San Francisco 5 


161 Jefferson Ave. 
51 First St. + 


Put sim 


, The 
ADVERTISING 
CHECKING BUREAU | 


Pi. 


tobacco survey is a by-product, as 
far as the bureau is concerned. 
Each month these enumerators 
must go out to study employment 
and unemployment. Long ago it 
was decided that special questions 
would be handled as a public ser- 
vice, at a cost covering planning, 
training, special labor and tabula- 
tion. 


® The tobacco survey is being 
sponsored by the National Cancer 
Institute of the U. S. Public Health 
Service. But there have been sur- 
veys for states and cities and 
semi-public organizations. 

And at the present time, the Ad- 
vertising Research Foundation is 
asking for a special survey indi- 
cating the number of tv sets in 
use. 

Details of the ARF survey are 
still unsettled. At the recent 
board meeting of The National 
Assn. of Radio & Television 
Broadcasters, it was reported that 
the survey of tv set ownership 
would be made quarterly. NARTB 
voted to appropriate $3,000 toward 
a $48,000 budget ARF has ear- 
marked for the project. 


= Prices are subject to negotia- 
tion, since costs vary according to 
the question and the number of 
cross-tabulations. For non-govern- 
mental “clients” $7,000 would be 
about standard for a single ques- 
tion involving a single tabulation. 
If repeated in succeeding months, 
the cost might drop to about $5,- 
000, as training and planning costs 
come down. 

A policy statement issued in 
1952 explains that the Census 
Bureau willingly does surveys 
for outsiders, provided the sub- 


MEDICAL 
SAMPLING 
PROGRAM 


delivers your prod- 

uct into the hands of 
F General Practitioners 
eoireiomeniles cos: and Pediatricians. 


C GB) MEDICAL SAMPLING CORP 
225 LAFAYETTE ST, N Y¥.12, N.Y" 


GUAPANTERS TO u 


WA 5-9996 


TIMES SQUARE’S NEWEST—“The world’s largest spectacular,” a block- 
and-a-quarter, million-watt sign for Pepsi-Cola, will be lit up 
March 1. On the site of the old Bond Clothes sign, Broadway be- 
tween 44th St. and 45th St., the spectacular will have a continuous 


waterfall flowing at the rate of 


50,000 gallons a minute and will 


use 35,000 light bulbs. During the winter, 3,000 gallons of anti- 

freeze will be added to the waterfall system. The two Pepsi bottles 

are 50’ tall, and the bottle crown is 50’ in diameter. The sign is de- 
signed by Douglas Leigh and built by Artkraft-Strauss. 


ject matter is something involv- 
ing a public interest. By this it 
means a subject the bureau would 
be willing to study with its own 
funds, if the funds were available. 
The proposed tv survey, for exam- 
ple, qualifies because tv ownership 
is covered in the decennial Census 
of Housing, and would be studied 
more often if the budget per- 
mitted. 

Before accepting a plan for a 
survey, the bureau considers pos- 
sible public reaction to the project. 

“The census enumerator must 
be in a position to explain his 
presence, and the pertinence of 
each inquiry in terms of public 
interest,” it says. 

It insists on agreement giving 
it the right to publish the results 
without any review or control by 


Place—the c 


solicitations from 60 different 
and “blue chip” organizations. 


this instance, 
and marketing 


Put the Market Place to work 
you'll find that 


publication! 


200 EAST ILLINOIS 


looming Se an agency, or an account, for a job or an eres. 
e Advertising Market Place is your best 
classified action, within as littie as 5 days from closing date to 


(0) 


INQUIRIES 


fors aoe 


Looking for an agency, a Chi firm used Advertising’s Market 
lassified Shecctianal page of Advertising Age. 


From their two-and-a-half inch insertion, they pulled 


ency 
ies, in . ium, 
ies were received from New 


York, Chicago, Dallas, Los Angeles and points in between. 


The results pulled from Advertising’s Market Place are not, in 
i e. With the top circulation in the advertising 
d, Ad Age naturally reaches more of the people 
who have something they want to sell—and more of those who 
have a buying purpose on their minds. 


for you today; whether you’re 


for 


AGE... for action ! 


Advertising Age _ 


STREET-e CHICAGO 11 


ee om & ee os 


ILLINOIS --- DElawore-7-1337 


the sponsor, and it stipulates 
further: “Projects will not be un- 
dertaken for publication by the 
bureau unless the sponsor is will- 
ing to furnish sufficient funds to 
provide data of accuracy suitable 
for publication by the bureau.” 


® Since the late 1930s and early 
1940s, the bureau has pioneered 
in the development and use of 
random sampling techniques. Its 
studies of employment and unem- 
ployment go back to World War 
II, and its annual sample survey 
of national income has provided 
a highly useful flow of informa- 
tion about income, population and 
housing characteristics. 

The national income supplement 
is included in the sample survey 
each April. Frequently there are 
other special reports for the De- 
partment of Commerce. For ex- 
ample, early last year the survey 
included the first known compre- 
hensive study of home owner ex- 
penditures for maintenance and 
modernization. Other times there 
have been more _ specialized 
themes: “The Characteristics of 
Recently Married Persons” (June, 
1954) and “Child Spacing and 
Fertility” (April, 1954)—two of 
the studies conducted for the na- 
tional office of vital statistics; 
“Social Security Coverage,” for 
Federal Security Administration, 
“Hired Farm Wage Earners’ for 
the Bureau of Agricultural Eco- 
nomics. 


® Because of its familiarity with 
random sampling methods, the 
Census Bureau is also apt to take 
on projects confined to small geo- 
graphical areas. By temporarily 
expanding its local staff, it han- 
dled such assignments as a health 
survey for Baltimore, a population 
study for Pittsburgh, a pension 
study for Pennsylvania and a mo- 
tor vehicle survey for California. 

In addition to special surveys, 
the Census Bureau will also pro- 
vide special tabulations of infor- 
mation which is already in its 
files. Here again, the purchaser 
pays the tabulating costs, and the 
bureau reserves the right to make 
the material publicly available if 
it wishes. 


Where special tabulations are 
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made for private individuals, the 
bureau stipulates 
for which such tabulations are 
obtained must not be contrary to 
the public interest nor must they 
be used to give unfair commercial 
or other advantage to any person 
or group.” 


“the purposes 


Sometimes the bureau specifies 


that special tabulations are for 
the information of the purchaser, 
and must not be published, or that 
proposed publication must 
cleared with the bureau. 


be 


‘Farm & Ranch’ Survey Out 


Farm & Ranch has published its 


first annual drug and _ toiletries 
survey. Included is information on 
percentage of subscribers using 


and their brand preference of 
tooth pastes, powders and brushes, 


razors and blades, cosmetics, me- 


dicinals, baby oils and powders, 
soaps, shampoos and other drug 
and toiletry items. Copies are 
available upon request from the 
research department of Farm & 
Ranch, 318 Murfreesboro Rd., 
Nashville, Tenn. 


The Daily 
Newspaper. .~ esi 
retains eee ? 


advertising 
leadership in a 
changing world 


Ours has been an unique observa- 
tion post of advertising. 

For more than 30 years ACB has 
read every daily and Sunday news- 
paper advertisement published in 
the U. S. When ACB started this 
job, the headlines were telling of 
General Pershing’s appointment to 
high command in World War I. 

Since that time electronic adver- 
tising media have been invented 
and come into common use. Com- 
petitive printed media has, during 
that time, made an impressive 
growth. But during all this time 
the daily and Sunday news aper 
has grown still faster in circulation 
and advertising, until now more 
advertising runs in the daily news- 
poeeee than in all other media com- 
bined. There are 45 million families 
in the U. S., but 54 million news- 
papers are sold daily. More news- 
papers are sold than bottles of milk! 


Why Newspaper Linage Grows 


From ACB’s unique observation 
post we have seen some of the rea- 
sons why this growth in newspaper 
advertising .. . the ability to name 
the local store...the ability to 
step up dealer distribution and 
cooperation . . . the ability to select 
the most productive markets. 

Our reading in behalf of the daily 
newspaper publishers led us into 
Newspaper Research Services for 
merchandisers. See opposite column. 

These merchandisers usually ask 
us to take the jig-saw puzzle of 
newspaper advertising in 1,393 U.S. 
cities and put it into one sharp, co- 
herent picture so that they can tell 
“‘who’’ is advertising ‘‘what,’’ 
““where,’’ and just how their own 
efforts stand in the picture. 


ACB furnishes a complete, accurate & dependable service 


See opposite column for listing 
of ACB Service Offices 
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Earnings of 


Advertisers 


1954 Fiscal Year 


Earnings 
Sales Earnings per share 

Company 1954 1953 1954 1953 1954 1953 
*American Beverage ‘ 

REY oe ead 4, ors a0 5 x $ 1,029,938 $ 1,039,339 *$ 15,100 *§ 8,928 $—— $—— 
American Steel Foun- 

Pe eee 89,013,926 149,687,894 3,626,688 6,337,872 3.05 5.34 
Bendix Aviation 

| ere 607,711,607 638,544,637 25,537,711 17,352,710 11.23 8.20 
Canadian Breweries 

a Tine Hae ees &s 4 161,382,989 150,184,939 7,939,624 7,679,494 3.10 3.06 

Caterpillar Tractor 

EE Pree 401,040,840 433,802,004 25,129,239 20,254,514 5.83 4.84 
a ow did 62,257,623 59,980,026 3,202,649 3,024,843 3.25 3.05 
Cherry-Burrell Corp. .... ~32,803,976 34,294,271 668,496 663,550 1.05 1.03 
a Motors 

Re A **182,061,693 298,438,605 **4,542,748 6,023,812 **1.38 1.83 
"Cudahy "Packing Pere 454,794,863 465,276,759  +7,162,254 $542,677 —— —— 
Dayton Rubber Co. .... 55,923,543 62,086,818 1,152,411 1,751,735 1.80 2.82 
ee ere ee 9,121,298 9,789,339 385,144 509,116 6: Lis 
Dresser Industries ...... 130,242,076 128,869,381 7,362,891 5,124,310 5.53 3.80 
Emerson Radio & Phono- 

graph Corp. ........ $0,559,994 75,926,546 1,884,976 2,988,432 97 1.54 
General Plywood Corp. ... 6,762,402 7,324,930 171,119 85,225 .20 .06 
BR andes cases 209,083,579 211,758,522 7,093,043 7,109,272 3.09 3.10 
*Hallicrafters Co. ........ 31,054,363 43,744,074 *940,946 794,855 *1.14 96 
Monsanto Chemical 

Sree **341,822,557#339,425,418 **23,700,510 #26,283,205 **4.39 #4.88 
John Morrell & Co. .... a-306,773,695 296,447,889 509,061 428,226 .64 53 
National Biscuit Co. ....**376,392,292 359,017,706 **19,911,929 18,145,160 **2.85 2.61 
Piper Aircraft Corp. . b-11,424,131 712,661,000 c-387,819 #352,000 41 #£.36 
Sea 48,834,278 54,704,094 661,230 522,695 1.82 1.20 
Riegel Textile Corp. .... 71,006,168 d-78,763,995 1,342,778 d-2,362,453 2.90 d-5.39 
John B. Stetson Co. ... 22,458,707 23,446,313 803,433 826,208 3.19 3.20 
 * Pa 680,465,733 674,840,249 3,123,578 3,035,999 1.03 98 


* Net loss 
**Preliminary report 


t Net loss including certain costs of closing plants. 


# Figures adjusted 


a-Includes gain of $309,000 on sale of refrigerator cars 


b-After provision for renegotiation .. 


c-Excludes special credit of $45,755 for adjustments of prior year’s provision for renegotiation and 


taxes 
d-53 weeks ended Oct. 3, 1953 


C. J. LaRoche Institutes 
Profit Sharing Plan 


C. J. LaRoche & Co., New York, 
has instituted a profit-sharing and | 
retirement plan which will include 
all employes who have been with 
the agency for three years or more. 
The agency reports it has distrib- 
uted $50,000 in bonuses and profit- 
sharing from 1954 earnings. 

The amount of the agency’s 
contribution to the plan is based 
on a fixed formula which allocates 
one-third of the company’s annual 
profit before deduction of federal 
income taxes, but after deduction 
of the first $25,000 profit, to prof- 
it-sharing and retirement. Eligible 
employes share in the yearly con- 
tribution in proportion to their 
compensation. 


Hobby Month Kit Available 

The Hobby Guild of America, 
New York, is making available a 
publicity kit for dealers partici- 
pating in National Hobby Month 
in April. The kit contains sample 
news releases on Hobby Month ac- 
tivities and merchandising sugges- 
tions. 


‘These talit dramas of the fight i ines: 
dom speak softly but carry a big stick 
of wigs dynamite! 


Starring 
the thrilling achievements of American 
Intelligence are based on true accounts 
of espionage and intrigue. Filmed abroad, 
they vibrate with authenticity and sus- 
pense. An ideal TV vehicle for regional 
and local sponsors who. want to build 

svemadonie 


Orriciat FILMS, ion 
25 W. 45 Street, N. Y. 36 * Plaza 7-0100 


‘Sales Via Vending 
‘Machines Rose to 


$1.65 Billion in ‘54 


CuHIcaGco, Feb. 8—Sales through 
vending machines increased from 
$1.57 billion in 1953 to $1.65 bil- 
lion in 1954, according to the ninth 
survey of the industry by Vend. 

Automatic in-plant feeding and 
the increasing use of outdoor 
vending stations were major fac- 


publication. 

The survey pointed out that ma- 
chines are now servicing factory 
workers literally everything from 


grouped in batteries near produc- 
tion areas, are replacing mobile 


industrial plants. 

Outdoor vending stations, which 
sell quarts and half-gallons of 
milk as well as eggs, coal, fuel oil 
and packaged ice, are helping the 
vending machine make a dent in 
the take-home market. 


# Since 1946, the Vend study re- 
ported, the value of merchandise 
sold through vendors has nearly 
trebled. 

During the same period, the va- 
riety of products sold through ma- 
chines likewise showed substantial 
increase. 

Biggest sellers through machines 
are cigarets (506,000 machines 
selling 2.8 billion packs annually); 
soft drinks (600,000 machines sell- 


000 machines selling 4.3 billion 
nickel and dime bars annually). 

Greatest proportionate gain, 
Vend reported, came in hot coffee 
vending. The number of hot coffee 
machines in use rose from 25,900 
in 1953 to 37,200 in 1954. The sur- 
vey showed the machines sold an 


average of 623 cups of coffee 
|weekly per machine, or better 
‘than one billion cups during 1954. 
BotA Moves Galardi to Sales 


| Michael J. Galardi, formerly 
| with the promotion department, 
‘has moved to the sales staff of the 
|Bureau of Advertising, American 
| Newspaper Publishers Assn., New 
York. 


Haskell Resigns as Manager 

Joseph M. Haskell has resigned 
as eastern manager of Merchants 
Trade Journal, Des Moines, Ia., 
after 41 years with the publica- 
tion. He will continue as a v.p., in 
lan advisory capacity. 


tors in this boost, according to the| - 


soup to nuts. Automatic machines, | | 


carts and even cafeterias in many}, 


ing more than 5 billion cups and| #@ 
bottles annually), and candy (479,-| Him 


Massachusetts Broadcasters 
Form Association 

George Jaspert, general mana- 
ger of WCCM, Lawrence, has been 
elected president of the new Mas- 
sachusetts Broadcasters Assn. The 
organization, with 28 member sta- 
tions, is successor to the Massa- 
chusetts State Broadcasters Com- 
mittee. 

Other officers are W. C. Swart- 
ley, WBZ-TV, Boston, v.p.; Sher- 
wood J. Tarlow, WHIL, Medford, 
secretary, and Gerald Harrison, 
WMaAS, Springfield, treasurer. 


Baker to Burson-Marsteller 
Samuel W. Baker, formerly as- 
sociate editor of Penton Publica- 
tions, Cleveland, has joined the 
public relations staff of Burson- 
Marsteller Associates, New York. 


CBS-TV Signs Two Stations 

WTVT, Tampa, Fla., and KRCG- 
TV, Jefferson City, Mo., have af- 
filiated with CBS _ Television. 
WTVT will join the network on 
April 1. 


This is MORRY STORM, 
Rochester pea 
advertising man. 


E WRITES a check for his 
daughters’ dancing class and 
says: 


“Our two girls put their Jumping 
Jacks through more paces than 
dancing, and other fathers who 
buy all these shoes know what 
1 mean. Just look at all the 
children’s shoes advertised in 
PARENTS’ MAGAZINE.“ 


Yes, and PARENTS’ 1,625,000 
fathers, whose pay is earmarked 
for home and child products 
and spent by 1,625,000 
buy-minded mothers, know 
exactly what you mean; and 
so do our gleeful advertisers! 


FAMOUS FATHERS AGREE: Women are wonderful, 
... but MOTHERS are better and bigger customers! 


+ 
~~ 
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A New Orleans street named Desire 


—but where is everybody? 


If the time is between 6 and 9 a.m., they’re very 
likely listening to Louisiana "Larm Clock. This 
sprightly WDSU program acts as eye opener to a 
large and loyal following. And it has been an eye 


opener to sponsors to see how well “Larm Clock’s 


Harry Wood can sell their products. 


WDSU RADIO — new ORLEANS—VITAL TO THE SOUTH’S BIGGEST MARKET 
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New Jersey Suit 
Menaces Trading 
Stamp Operators 


(Continued from Page 3) 


Shirer, president of Sperry & 
Hutchinson, issued a statement de- 
claring that “whatever the merits, 
if any, of the escheat statute of 
New Jersey, as applied to the dis- 
count stamp business, it would ap- 
pear that the suit, if successful, 
would in effect be in the interests 
of large-scale operators who don’t 
like the competition of the small 
retailer who gives his customers 
stamps as a discount for cash.” 

A day or two after Mr. Shirer’s 
comment, Lingan A. Warren, pres- 
ident of Safeway Stores, replied 
that it’s “hogwash” to say that 
trading stamps are in the interest 
of small merchants. Explaining 
Safeway’s opposition to trading 
stamps, Mr. Warren said that it is 
primarily in the “interest of main- 
taining clean, waste-free distribu- 
tion for the benefit of producers 
and consumers. 

“An examination of the opposi- 
tion to stamps,” Mr. Warren said, 
“shows that in most of the western 
states it is being led by trade as- 
sociations of independent and 
small merchants.” 


= Meanwhile, a study of trading 
stamps made in Denver for the 
Colorado Retail Grocers & Meat 
Dealers Assn. by the University of 
Denver’s bureau of business and 
social research was released by 
Mel Otto, association secretary. 
The findings showed: 

1. That the giving of trading 
stamps appears to have little in- 
fluence upon the patronage of 
Denver stores. 

2. That a substantial percentage 
of families who do most of their 
grocery buying at stamp-plan 
stores believe that prices are high- 
er at the stamp stores than they 
are at non-stamp-plan stores. 

3. That emphasis on trading 
stamps was much greater in 1953 
than it is today, though few, if any, 
stores have abandoned their use. 
Trading stamps are being supple- 
mented more and more with other 
promotional devices of the give- 
away type. 


s A check by AA shows that bills 
limiting or prohibiting the use of 
trading stamps are pending in 
seven state legislatures, and that 
in six other states groups are 
working to get legislation intro- 
duced. 

California has a bill pending in 
the state senate which would pro- 
hibit use of trading stamps by gas- 
oline stations. 

Idaho, Montana and Nevada 
have escheat bills pending. These 
would enable the states to take 
’ tithe to personal property that has 
been unclaimed for a _ specified 
period, ranging from five to 14 
years. 

New Mexico has a bill pending 
which would compel trading stamp 
companies to pay an annual fee of 
$5,000 to the state. 

Utah and Wyoming both have 
bills pending to regulate trading 
stamp operations. 

The six states in which opposi- 
tion to trading stamps is reported 
to be developing are Arizona, Io- 
wa, Nebraska, Oklahoma, Oregon 
and Texas. 


® The number of trading stamp 
companies in the U. S. is estimated 
at 700. How much annual business 
they do is unknown, but about 
$1.5 billion worth of premium 
merchandise is believed to have 
been distributed by trading stamp 
operators in 1954. 

An important new entrant in 
the trading stamp field is Sears, 
Roebuck & Co., which is testing a 


Spescopak 


Stand — 
; No. 2, i 
Inner Row,’ 
First Floor, 
' National | 

Hall 


Britons Flock 
to ‘Biggest Ever’ 
Packaging Show 


LoNnpDOoN, Feb. 8—More than 200 
companies put their latest prod- 
ucts on show here last month in 
the British Packaging Exhibition, 
the largest event of its kind ever 
staged. 

Packaging is a business with a 
yearly turnover of some $850,000,- 
000 in Britain, and money spent 
on containers adds up to nearly 
10% of the cost of all manufac- 
tured goods. 

Glass, jute, 


metal, plastics, 


plan to offer stamps in all of its 
retail outlets (AA, Feb. 7). 

How much is involved in the 
New Jersey suit has still to be 
determined. Some guesses place 
it at $33,000,000. If the state can 
take title to this under its escheat 
statutes, it will probably lead to 
legal actions in other states, and 
might wreck the trading stamp 
business. 

Sperry & Hutchinson, largest of 
the trading stamp operators, is re- 
ported to have more than 35,000 
retail clients throughout the coun- 
try using its green stamps. It 
maintains 300 local redemption 
stores and mails catalogs annually 
to about 15,000,000 stamp savers. 


Thomas J. Lipton Boosts 
Suttle, Smith and Reilly 

Thomas J. Lipton Inc., Hoboken, 
has appointed Harold L. Suttle v.p. 
in charge of sales, and William B. 
Smith v.p. in charge of advertis- 
ing. At the same time, M. A. Reilly 
was named v.p. in charge of mar- 
keting, supervising both sales and 


Harold L. Suttle 


William B. Smith 


advertising, and made a member 
of the executive group. 

Mr. Reilly, formerly v.p. of sales, 
joined the company as a salesman 
on the West Coast in 1922. Mr. 
Suttle worked for Lever Bros. for 
10 years before coming to Lipton 
in 1938. Mr. Smith, formerly with 
Marshall Field & Co., Procter & 
Gamble and Kenyon & Eckhardt, 
|joined Lipton as director of adver- 
| tising in 1946. 

Indiana Glass Names A.M. 

| Indiana Glass Co., Muncie, has 
| appointed Dorothy Hartley adver- 
tising and promotion manager. 
| Mrs. 
charge of advertising layout, copy 
and art at Ball Stores, Muncie. 


packaging for 


is a tough, 
with literally thousands of uses. It is the perfect 


cream to heavy machinery. 
is non-toxic, moisture proof and resist- 
ant to most acids. 
product and 


Hartley was formerly in) 


transparent polythene film 


almost every product from hair. 
Spescopak 
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increase your sales. 
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TRANSPARENCY—Employment of plastics is growing more rapidly in 

Britain than the use of any other packaging material. At least 

60 of the 200 exhibitors were in some way connected with this 
comparative youngster in the industry. 


stoneware and timber presented 
their rival claims to visitors from 
many lands at the colorful exhi- 
bition, held in London’s Olympia 
Hall. The show dealt with every 
aspect of the industry—materials, 
machinery and methods, as well 
as actual containers. 

Packaging men attended a con- 
vention held in conjunction with 
the exhibition, to discuss such 
weighty problems as world mar- 
keting conditions, international 
transport hazards, the impact of 
self-service, housewives’ choice in 
wrappings and problems related 
to cutting costs. 


® There was evidence at the ex- 
hibition of a rebirth of stoneware 
—the favorite wrapping material 
of the ancient Egyptians. Stone- 


Stand No. 3K, Ground Hoor 


Vitribed Stoneware the ideal pac kaying 
medium for a host of product ranging 
frees beverages ant hesditufls to comme tics 
aad chert ade 
enhances Sales Appeal ; other 


Hs atirective appearance 
ath antages 
include durability; chemical imertmess; 
wile: range of shapes and sizes; and the 

mance af perfect hygiene. A selected 


tange may be seen on Staral Ne. 3K, 


arranged by: 
THE NATIONAL FEDERATION 


OF GENERAL STONEWARE MANUFACTURERS 
tar Briar Gate, Derby 


EARTHENWARE JARS—Once the favor- 

ite packaging material of the an- 

cient Egyptians, earthenware is 

making a comeback, according to 

its showing at the British Packag- 
ing Exhibition. 


ware manufacturers note a grow- 
ing demand for earthen jars to 
pack liquids, foodstuffs, chemi- 
cals, paints and soft drinks. 

But the latest fashions in plas- 
tics show a steady growth in the) 
demand for this comparative 
youngster over the more tradi-| 
tional materials. At least 30% of 
exhibitors were connected in some 
way with plastics. 

New types of polyethelene tubes, | 
including a lightweight toothpaste | 
container which springs back 
after it is pressed, attracted a 
great deal of attention. 

Nothing daunted, paper com- 
panies put up a stiff fight against 
the increasing use of plastics. 


™ The Bowater Paper Corp., for 
instance, organized an impressive 
stand, with six sections covering 
multiwall sacks, fiber drums, 
corrugated containers, paper bags, 
protective packaging papers, and 
sack filling and weighing equip- 
ment. The company also provided 
a waiting room and a bar. 
Medway Paper Sacks Ltd., 
through publicity expert W. H. T. 
Tayleur, brought along Don Cock-_ 
ell, British heavyweight boxing 
champion, to spar with one of its 
sacks, filled with 56 lbs. of chicken 
meal. The sack won—and the 
stunt won the company a heap of 
publicity. 
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Department Stores Sales... 


1% Loss Shown for 


WASHINGTON, Feb. 10—Depart- 
ment store sales for the first week 
of February showed a loss for the 
first time in 1955. 

According to the Federal Re- 
serve Board, sales for the week 
ending Feb. 5 were 1% behind 
sales for the similar week in 1954. 

For the four weeks ending Feb. 
5, sales were 7% ahead of the 
same period of 1954 and year-to- 
date sales were 8% ahead. This 
reflects the good showing sales 
made in the first three weeks of 
January when they ran from 10 to 
16% ahead of 1954 sales. 


@ In the individual Federal Re- 
serve Board districts, highest sales 
gaims were recorded in Atlanta 
and San Francisco, where they 
were 7% ahead of 1954 sales. 
Greatest loss in comparison to 
1954 was shown in Philadelphia, 
where sales were 13% behind. 
Sales in the other districts were 
as follows: Boston, 3% loss; New 
York, 9% loss; Cleveland, 3% 
loss; Richmond, 7% loss; Chicago, 
3% gain; St. Louis, 2% loss; Min- 
neapolis, no change; Kansas City, 
1% loss, and Dallas, 2% gain. 
% Change from ‘54 
Week ended 


Federal Reserve Jan. Jan. 
District, Area and City 22 29 


UNITED STATES +10 +1 
Boston District ............ +1 + 5 
Metropolitan Areas 

RE SCS 0 +3 
Downtown Boston ........ — 2 —1 
Suburban Boston ........ +4 +17 
eo! | eee + 6 +11 
UTNE sisbenscshctupitinsewibiiens +10 +1 

Lowell-Lawrencee ............ +19 +19 

Cities 

| — 6 + 8 

nl +11 +17 

New York District ............ +2 —2 
Metropolitan Areas 

SI iadetentiniintatencsvounsaisosves r+ 6 —16 
New York-N. E. 

gt +1 — 1 
oe SE r— 3 +1 
a e.4 — 2 
EIEN. sis secdinssasnaiitiingen r+10 +1 
ee r+ 1 +1 

Philadelphia District ........ r+ 2 —1 
Metropolitan Areas 

POO, seth cccsissdvicescececce r+ 1 0 
ITIL. xsistinsghaeniipasenevonicnnes — 5 +9 
I aiscchtdnccisanaiacassensa 0 —9 
PMOIONI, — cevccsocsessesicces r+ 2 0 
EE ee + 3 + 3 
ESSE aaa + § —1 
Wilkes-Barre-Hazelton r+20 + 2 

Cleveland District ............ +10 —2 

Metropolitan Areas 

ME, Sianheataseastiestasenntenititnile +9 — 5 
CIEE stsercencisisccccrncenes + 3 +1 
ae 0 —4 
IIE... ncthcidenibiaieniibsisens +4 — 6 
ERED ipecedlbgtisisscaccsdlinsihbiced +7 — 3 
SIS uasipisliiiMincendtdieasstiiigaiinliite — 3 —4 
City 

RSS +38 + 3 

Richmond District ............ +19 —4 

Metropolitan Areas 

III: disitwesosrsedineions r+22 — 6 
Downtown Washington r+17 — 8 

III - — cudinindvnsincscnecoossas +7 — 8 

PII etitintnscntrncsenesecosass r+42 +7 

Atlanta District .................. r+16 +10 

Metropolitan Areas 

Birmingham ...................... +19 +9 
Jacksonville _.................... +7 — 7 
POPE \ Aallesdhctitabencsasinessectoecns +30 e 
ID Diichectcaninchinntrewonescacens +32 ° 
| sitinstwticrsseccasideniie ° bd 
New Orleans ..................... + 2 + 5 
PUD Nancttietebindncscincesese +7 —1 


JAMES W. McCANDLESS, director of 


_public relations and the Dodge 


news bureau for Grant Advertis- 

ing, Detroit, has been named a v.p. 

of the agency. He joined Grant in 

April, 1954, after 11 years with 
N. W. Ayer & Son. 


Week Ended Feb. 5 


| 
|| Department Store 


Sales Barometer 
Change From 1954 
Week Ended 
—1%||| | Feb. 5, 1955 
Jan. 1 to 
Feb. 5, 1955 | QJ +8% 
City 
PE blpiteticnccctiieestcestscoenens — 8 — § 
Chicago District ................ +7 —2 
Metropolitan Areas 
ANID.  scuinpractnnsestvestontseceese +7 — 6 
PIED © -eccccnsccsscsicersen —10 —ll 
gg SS +16 +10 
SS —1 — 3 
St. Louis District ................ r+13 +1 
Metropolitan Areas 
Ff 3 eee +21 —7 
REED séscnsnsisesscceisesaci +7 +4 
Se IE tihscinitenshenpicnsithaaschens +10 +4 
BEE: teaivsitseddomnssenen sess +27 — 8 
Minneapolis District ........ +12 0 
Metropolitan Areas 
Minneapolis-St. Paul .... +13 +1 
Minneapolis City .......... +10 +4 
a Res +20 —4 
Cities 
Duluth-Superior ............ + 2 —14 
Kansas City District ........ +15 + 8 
Metropolitan Areas 
SIU s ayeitnbasntinliviteicieeasonesct +19 +14 
RE +19 +17 
EN sescetsitnebtrcnscncsinenavoon r+ 8 +21 
er WINNIE citeccsscoduanntbecssdaencs +9 —10 
Albuquerque .................... +27 ° 
Oklahoma City ................. +38 +14 
: fh SOE + 28 —4 
City 
IID A ehislrecdsitouticans + 5 + 6 
Dallas District .................... +27 + 3 
Metropolitan Areas 
| +39 +4 
4 +32 —2 
ne +24 +1 
eee +16 + 2 
San Francisco District ... r+15 +4 
Metropolitan Areas 
Los Angeles. ..............0.. +13 + 2 
Downtown Los Angeles 4+ 5 — 8 
Westside Los Angeles +18 0 
RR +2 +1 
San Francisco-Oakland +8 +5 
San Francisco City .... +7 +4 
Oakland City ............ +9 + 6 
aC +17 + 5 
SPEEE ”. sistssncssthiclrinhincssties +18 +7 
Salt Lake City ................ — 3 +19 
BE eisescachsiatehtessdndipdlassodes +31 + 3 
ee ee +47 +17 
UE +36 +1 
r—Revised. 
*—Data not available. 
Rexall Bows on TV 
to Boost Special 
Sale in February 
Los ANGELEs, Feb. 10—Rexall 
Drug Co. will make its bow in 
network television with participa- 
tions on NBC’s “Home” and 
“Today” and on “Morning Show” 
and “Panorama Pacific” on CBS 
to promote its Feb. 15-28 Lucky 
Seven sale. 
Radio support includes partic- 
ipations on “Gildersleeve” (NBC), 
“Modern Romance” (ABC) and 
“Amos ’n’ Andy” (CBS) and more 
than 400 stations of the Keystone 
Network in rural markets. 
The sale will also be promoted 
via spreads in Better Farming, 


Collier’s, Farm Journal, Life, Look 
‘and The Saturday Evening Post. 
| Rexall franchise druggists will 
distribute more than 7,000,000 cir- 
culars and will use newspapers, 
radio and television at the local 
level. 

| Batten, Barton, Durstine & Os- 
born, Los Angeles, is the agency. 


Landwer Returns to Dana 


Paul D. Landwer has been 
|named v.p. and director of sales 


of Dana Perfumes Inc., Chicago. 
| Mr. Landwer helped introduce the 
|Tabu line in America when he 
|was with Dana several years ago. 
He has been directing his own 


‘merchandise consultant company. 
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Sylvania, Loewy 
Win Four Awards 
in Design Contest 


(Continued from Page 2) 
en Age Beverage Co., both Akron, 


O., with can containers for soft 
drinks. 


Drugs—Nowland & Schlader- 


‘mundt for Johnson & Johnson’s 


new Band-Aid line packages. 

Cosmetics—William Greenfield, 
Philadelphia, for Elmo Inc.’s So 
Gay line. 

Toys—Charles Eames, Venice, 
Calif., for Tigrett Enterprises’ 
Giant House of Cards, Jackson, 
Tenn. 

Soft Goods—Mel Gussow Asso- 
ciates for McGregor Sportswear 
Co.’s Piccolino swim trunks and 
knit shirts. 

Hardware—L. E. Foulkrod, v.p. 
of Whiting-Adams Co., for the 
company’s Tac-It-Tite paint brush 
envelopes, in cooperation with 
U. S. Envelope Co. 

Redesign—Charles W. Harper of 
Sears, Roebuck & Co., Chicago, 
and W. A. Ringler of the Gardner 
Board & Carton Co. for Sears’ 
Cross Country rose package. 

New Product—William A. Troy 
of Colgate-Palmolive Co., Jersey 
City, for Colgate’s now automatic 
washer detergent, AD. 

Foreign-Heinrich Arthur Hoesch 
of Kreuzau Uber Duren, Ger- 
many, for his Bentz-Papier sta- 
tionery cartons. 

Irwin D. Wolf, v.p., Kaufman’s 
Department Store, Pittsburgh, 
was chairman of the judging board, 
assisted by E. B. Weiss, merchan- 
dising consultant and AA column- 
ist; Bernice FitzGibbon, president 
of Bernice FitzGibbon Inc.; 
William Golden, creative director, 
advertising and sales promotion, 
CBS-TV; Raymond Ballinger, 
Girector of advertising design, 
Philadelphia Museum School of 
Art, and package designers Egmont 
Arens, Robert Gruen, Jim Nash 
and Alan Berni. 


Telescope Furniture to Siesel 
Telescope Folding Furniture 
Co., Granville, N. Y., producer of 
wood folding chairs, has appointed 
Harold J. Siesel Co., New York, 
to direct an advertising-publicity 
campaign. Initial plans call for 
extensive merchandising aids, 
with a trade and consumer cam- 
paign scheduled for later this year. 


ere’s .. fresh, fascinating show that 
holds viewers spellbound and perf 
service. 


OrricoaL mies, sa gl 
25 W. 45 Street, NY. 36 * Plaza 7-0100 
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‘American Heritage’ Out 

The second issue of “American 
Heritage,” a history quarterly, 
taken over last fall (AA, July 26) 
by American Heritage Publishing 
Co., New York, and sponsored by 
the American Assn. for State & 
Local History and the Society of 
American Historians, has been is- 
sued in hard-cover book format. 
Print order for the February issue 
will be 92,500 copies, according to 
James Parton, publisher. This is 
an increase of 12,500 copies over 
the first issue in December. Book- 
store sales are said to account for 
12,500 copies and the remainder 
are yearly subscriptions, which 
are $12 a year. 


Carborundum Buys Curtis | 

Carborundum Co., Niagara Falls, | 
N.Y., has acquired Curtis Machine 
Corp., wholly owned subsidiary 
of Lincoln Park Industries, James- 
town. Carborundum exchanged 
8,696 of its shares for the entire 
capital stock of Curtis Machine. | 


An offer that was 
so well received we'd like to repeat tt: 


The Toledo Blade and Times are willing—and anxious— 
to help solve test campaign problems with almost any special 
service that may be necessary. That is because we have faith 
in newspaper advertising and feel the test campaign is one 
of the best ways to demonstrate what newspapers can do 
that other media simply can’t match. That’s why we suggest, 
first, that you try testing our sincerity and, second, that you... 


TRY TESTING IN TOLEDO! 


TOLEDO BLADE + Dacly and Sunday 
TOLEDO TIMES + Worncng 


REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC, 


Join KLEEN-STIK’s 
"idea-of-the-Month” 
Club. FREE- Write 
on your letterhead 
today! 
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STANDS UP... 
STANDS OUT 


for 2-sided display from 
vertical or horizontal 
surface. Just peel 


and press in place. 


A small investment makes 

a “‘big noise”’ in sales when you 
put Kleen-Stik displays to work 
for your product. Ideas create sales 


. and Kleen-Stik creates ideas 
possible only with this versatile, 
pressure sensitive adhesive backing. 
Holds displays on any hard, smooth surface indefinitely. 


Big or small, standard or unique, Kleen-Stik 
pieces get quick dealer approval and 
long use where sales are made. 


| KLEEN-STIK PRODUCTS, 


CHICAGO 1, 


INC. | 
225 NORTH MICHIGAN AVENUE ILLINOIS 


Pioneers in Pressure Sensitives for Advertising and Labeling 
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Simplicity Plans to Sell 
Print Patterns in Europe 

Simplicity Pattern Co. has com- 
pleted a plant in Scotland and is | 
now drafting plans to market its | 
printed patterns throughout Eu- 
rope. Robert M. Shapiro, v.p. and 
sales director, will leave for Lon- 
don shortly to direct the program. 

Harry C. Raich, formerly south- 
west sales manager, will replace | 
Mr. Shapiro as domestic sales di- | 
rector. He has been with Simpli- 
city 25 years. 


Prockter Names Jaeger 

Andrew P. Jaeger, formerly 
New York sales director of Screen 
Gems, has been appointed v.p. in 
charge of sales for Prockter Tele- 
vision Enterprises, New York. 


ABC Radio Adds 2 Stations 

WVJS, Owensboro, Ky., and 
KBIZ, Ottumwa, Ia., have joined 
the radio network of American 
Broadcasting Co. ABC Radio now 
has more than 350 affiliates. 


GROUP DO YOU 
WANT TO SELL 
IN CANADA ? 


Canadians like their own 


national business publications. 
A recent survey* explains how 
much. 


why: 


Here are some reasons 


+ « « because they’re edited for 
Canadians with an eye to 
Canadian needs. 


because the books provide 
good advertising display 
and sound, readable 
editorial matter. 


because space costs are 
low in relation to the 
publications’ deep pene- 
tration in the national 
Canadian market. 


Write to-day for information on 
Canada’s 105 BNA publications. 


*Gruneau Research 
Bulletin 1954 


on request. 


BUSINESS NEWSPAPERS ASSOCIATION 


137 WELLINGTON ST. W., TORONTO, CANADA 


| 
| 


Conover 


APPLAUSE GETTER—Former President 


acknowledges applause at the National Business 
Publications’ “State of the Nation” dinner, where 


he was honored for “distinguished 


Hoover 


Herbert Hoover 


service to busi- 


Harper 


ness and industry.” With him are Harvey Conover, 
president, Conover-Mast Publishing Co. and NBP 
board chairman, 
NBP. Unidentified man is with the Statler Hotels. 


‘and Robert Harper, president of 


WINNERS—The 1953 winner of the 
National Business Publications’ 
Silver Quill award, Vice-Presi- 
dent Richard M. Nixon, presents 
the 1954 award to former Presi- 
dent Herbert C. Hoover. 


New Frozen Food 


Service Gets ‘Em 
Where They Live 


PORTLAND, ORE., Feb. 8—Now 
comes a new captive market, for 
frozen foods—apartment house 
dwellers. 

John D. Trullinger, president of 
Oregon Frosted Foods, a Portland 
distributor, told ADVERTISING AGE 
about the development last week, 
after previously discussing it be- 
fore the Northwest Frozen Foods 
Assn. convention in Seattle. 

“We've all got to look for new 
fields and outlets for frozen 
foods,’”’ Mr. Trullinger said. In this 


| field he is pioneering, using equip- 


ment from Westinghouse Electric 
Corp.; Mr. Thullinger reported he 
holds a national franchise through 
National Self Service, a Portland 
firm he heads. In his first 90 days 
of operation in The Portland mar- 
ket he had 100 installations going. 

Mr. Trullinger places 12’ up- 
right frozen food storage cabinets 
in an apartment house. The instal- 
lation is “sold” to the owner or 
manager as a “super-service” for 
his tenants. Each cabinet has four 
compartments with individual 
locks. Each 3’ compartment holds 
about 100 pounds of food and is 
stocked initially with food having 
a retail value of about $15. 


® At the outset, the distributor 
sits down with the tenant and 
checks off a list of food of the 
types most commonly used by the 
tenant. This governs the initial 
stock, which the distributor puts 
in the cabinet without charge. 

Once a week the distributor’s 
route man opens the compartment 
with a master key, picks up a new 
order list for the coming week, 
and collects money left by the ten- 
ant for the food already used. 
Each package has been price- 
marked. The tenant uses a check- 
list to note what is taken out and 
how much money to leave. Once a 
month the route man takes inven- 
tory. 

Prices charged are regular re- 
tail prices. Periodically the dis- 
tributor will put on specials, but 
he does not attempt to meet week- 
end cut-price specials of retail 
stores. 

Sales in Portland in 1954 were 
about $7.50 per tenant. If the ten- 
ant buys less than $5 a week, the 
cabinet is taken away. This mini- 
mum is the only requirement 
placed on users, and there is al- 
ways a waiting list for the service. 


™ Gross profit on sales averages 
25%, Mr. Trullinger said. He fea- 


‘tures prepared meals for working 


men and women and upper in- 
come families, and on these and 


on better cuts of meats, the mark- 


gee 


up is higher. 
The service is sold as 
store that never closes.” 
Johnny Quick Freeze, Portland, 
also headed by Mr. Trullinger, 
holds the franchise at Portland. 


Service has begun to franchise 
distributors in other cities. The 
first two named are King’s Pan- 
try, Denver, and Redwood Cold 
Storage Co., Redwood, Calif. 

Franchised distributors buy 
their cabinets, usually in 42-unit 
carlots, at $267 apiece; the cabi- 
nets retail at about $400. Financ- 
ing of cabinet inventory is via 
banks, with 22% down payment 
and the balance within two years. 

Mr. Trullinger also is working 
on a similar arrangement with 
private homes in _ better-than- 
average income areas. In these 
areas, a 9’ freezer is placed in a 
home and stocked once a month, 
with sales running around $70 a 
month. 


Lehn & Fink Shifts Hausberg 


William MHausberg, advertising 
manager of the Lehn & Fink and 
Tussy cosmetics divisions of Lehn 
& Fink Products Corp., New York, 
has been named head of Lehn & 
Fink division’s newly merged ad- 
vertising and merchandising de- 
partments. 


LaBorie Moves to Hood 


G. Walter LaBorie has resigned 
as director of merchandising of 


1Donahue & Coe, New York, to be- 


come director of advertising and 
sales promotion for H. P. Hood & 
Sons, Boston milk and ice cream 
company. 


‘Chicago TV Film 


“your | 


‘Maker Initiates 


Trullinger said that National Self | 


Agency Seminars 


Cuicaco, Feb. 8—After a par- 
ticularly trying day ironing out 
kinks in filming a commercial, 
tired Lewis & Martin Films offi- 
cials had one of those rare inspira- 
tions that makes everyone happy. 

“Why not,” they asked, “invite 
producers, writers and account 
men from the various advertising 
agencies, take them right down 
the production line here in our 
studio and look our mutual prob- 
lems squarely in the face?” 

So it was that the staff of Ruth- 
rauff & Ryan’s Chicago office) 
drew the first invitation to the) 
first in a series of seminars. 


= Despite bad weather, a large) 
group from the agency attended. | 

Herschell Lewis, a member of | 
the film company, spoke before) 
the group, illustrating his talk | 
with representative films and 
slides. 

A question and answer period 
followed. To supplement the points | 
covered in the discussion, an in- 
formative booklet, “Your Film 
I. Q.—100 Questions and Answers 
About Commercial Film Produc- 
tion,” was distributed. | 

“The need for this kind of| 
‘knowledge for agency people has) 
long been recognized and it can-| 
not but reflect in better service | 
to our clients,” said Norman E.| 
Heyne, Ruthrauff & Ryan v.p. i 

Lewis & Martin Films plans to 


| Chicago agencies. 


extend further invitations to other | 


NBC Appoints Tallcott 


John F. Tallcott, formerly with 
Mutual Broadcasting System, has 
joined the radio network sales 
staff of National Broadcasting Co., 
New York. 


Microfilm and Manhu 


You'll find them both i in these tense tales 
of the incredible a eases | of aie 
ae behind pug 


ing pr atings 

35.0 (3 station market), 27.7 (3 station 
market), 22.9 (3 station market), 22.2 
(3 station market)—these thrilling stories 
of American Intelligence at work, make 
solid sales sense for regional and local 
sponsors who want to build high ratings 
fast—at —— low costs. 


©) Wri 


OFFICIAL FILMS, | ties 
25 W. 45 Street, N. Y. 36 * Plaza 7-0100 


Corpus Christi's 


city limits were recently 


moved outward to add 40% to the city's land 
area. New citizens from the annexed areas 
plus a continuation of the surging growth of the 
past 20 years add 40% to population too, make 


the 1950 figures on highway department signs 
‘way out of date. Write for folder of today's 
facts and figures. 


Che rrscniscCaller-Cimes 


SRE 


CITY LIMIT 
POP. 108053 


CORPUS CHRISTI, TEXAS 


Circulation over 90,000 ABC 


Represented nationally by 


Texas Harte-Hanks Newspapers, Inc. 
National City Bidg., Dallas 1, Tex. 
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Study Shows Ads 
Get New Niche in 
Comics Sections 


(Continued from Page 1) 


tendency to deny readership. Also 
a good proportion of ad readership 
in such a medium is probably ab- 
sorbed without the same sense of 
distinct recollection and differ- 
entiation that occurs in other me- 
dia, where ads and commercials 
are less editorial in presentation. 
Nevertheless, recall seems good. 
“Most people in the sample were 
neither vehement against the ads 
in the comics nor delighted with 
them. There is a great deal of 
taken-for-grantedness in their 
comments, and an unusually ready 
flow of associations with products 
advertised. A mere handful of 
respondents soon provides a 
lengthy list of products and brands 
that are known to be advertised in 
the Sunday comics. These brands 
have utilized this medium consis- 
tently (or recently) to good ef- 
fect...The lively awareness [of 
the ads] is striking, and most 
everyone believes he knows the 
kind of ad most characteristically 
found in the Sunday comics.” 


® The study found that people 
have opinions about the most suit- 
able and most unsuitable products 
for advertising in the medium 
They expect ads to be like those 
they have known; that comics ad- 
vertising should be for children 
(appropriate products like candy, 
soft drinks, breakfast cereals, 
etc.), or more particularly, prod- 
ucts “reasonable in a medium of 
family interest.” 

Because of the appeal of comics 
to children and “because sheer 
pleasure [from comics reading} 
is still guiltily regarded as some- 
how immoral, the medium and its 
products tend to be criticized as 
immature, cheap or of little con- 
sequence.” 

However, “such ‘negative at- 
titudes are only a part (in some 
ways relatively superficial and 


minor) of the meaning of the| im 


Sunday comics. In practice, their 
values and significances are many, 
and even the ones that are criti- 
cized can have constructive im- 
plications. As an advertising con- 
text for a product, the Sunday 
comics section involves conceptions 
and meanings that will reflect on 
the products advertised therein.” 


@ These are... 

1. Family-ness—“Most people 
in the middle majority family 
read and refer to them and cherish 
them to the point of tradition and 
institutionalization. A product that 
advertises in the Sunday comics 
section is saying that it is accept- 
able within the American home.” 

2. The light touch—Sunday com- 
ics are approached with light, in- 
formal feelings. “This atmosphere 
can be of special importance to 
products that seem monolithic in 
character or which carry a brand 
name that is overly austere and 
dignified. Often, what the manu- 
facturer regards as a cheapening 
of his product in the public eye 
may merely turn out to be a hu- 
manizing of it—the implication 
that some vast industry or brand 
is not as stuffy as it previously 
appeared.” 

3. Closeness, liveliness, continu- 
ity—“Good things to advertise in 
the Sunday comics would be 
‘small, personal items’—items 
like the comics. Things that are 
intended to be used actively, con- 
sumed in an energetic and con- 
stant way, are seen as especially 
fitting for the comics. Food prod- 
ucts, articles of personal grooming, 
toys, and so on—brands that want 


to convey a greater sense of ani- 


Fight ie Mae 
Se earner em migeeney 
wis ae * 


PRE-PROMOTION PARTY—In this still from a Kraft Foods Co. ad-mer- 
chandising movie made last year Marye Dahnke, director of con- 
sumer service, is shown serving cake to the four principals inwolved 
in this week’s Kraft top-management promotions. With their new 
titles, they are (left to right): Tad Jeffery, advertising manager; 
C. G. Wright, v.p. in charge of sales and advertising; J. B. Mc- 
Laughlin, director of sales and advertising, and John H. Platt, sen- 


ior V.p. 


mation about 
profit...” 

4. Pleasure—Amusement and 
fun provided by comics reading 
implies that “ a product advertised 
there takes on a pleasant, positive 
aura; the promise is one of enjoy- 
ment.” 

The 66-page report, titled “The 
Sunday Comies—A Socio-Psycho- 
logical Study of Their Functions 
and Character,” is being presented 
to agency men by Metropolitan at 
conferences. It is based on a sam- 
ple of 254 informants representing 
a family population of 975. 


themselves—can 


Robinson, Nicholson 
Get Top Coke Posts 


ATLANTA, Feb. 8—William E. 
Robinson has resigned as board 
chairman of Robinson-Hannagan 
Associates, New York public re- 
lations company, to become presi- 
dent of the Coca-Cola Co. 

Coca-Cola’s board also elected 
H. B. Nicholson, former president, 
chairman of the board and the ex- 


H. B. Nicholson 


William Robinson 


ecutive committee, succeeding R. 
W. Woodruff, who retired Jan. 1. 
Mr. Woodruff continues as a di- 
rector and chairman of the board’s 
finance committee. 


® Prior to his association with the 
p.r. company, Mr. Robinson was 
publisher of the New York Herald 
Tribune. He joined the paper in 
1936 as advertising director. In 
1945 he was named business man- 
ager, and three years later became 
exec. v.p. He had also been ad di- 
rector of the New York Journal 
and local ad manager of the World- 
Telegram. 

Robinson-Hannagan, which will 
continue as public relations coun- 
sel to Coca-Cola, will announce 
Mr. Robinson’s successor shortly. 


Box Office TV Booms 

Box Office Television, New 
York, has already scheduled five 
closed circuit large screen tv ses- 
sions for businesses during 1955. 
In January there were meetings 
for Humble Oil Co., Farm Bureau 
Insurance Co. and Tide Water 
Associated Oil Co. Booked for 
February are a medical sympo- 
sium for Wyeth Laboratories 
and a management-labor con- 
ference for the American Man- 
agement Corp. 


Kraft Boosts Four 
to Launch Revised 
Marketing Setup 


(Continued from Page 1) 
exec. v.p., and G. C. Pound, presi- 
dent. 


# In other major changes, Charles 
G. Wright, formerly v.p. in charge 
of sales, becomes v.p. in charge of 
sales and advertising, and John B. 
McLaughlin, formerly advertising 
and sales promotion manager, be- 
comes director of sales and adver- 
tising. Tad Jeffery, former assist- 
ant to Mr. McLaughlin, becomes 
advertising manager. 
Commenting on the new Kraft 
organization, Mr. Platt told AA 
that the Kraft sales and advertis- 
ing operations have already been 
closely knitted, with staff “coun- 
terparts” working closely together 


The Personal Touch 

CHICAGO, Feb. 10—The ef- 
fervescent p.r. mind has in- 
troduced a new term into 
the staid lexicon of business 
correspondence. 

J. Walter Thompson’s pub- 
lic relations department 
turned the trick when it sent 
out, by special messenger, a 
release on the new Kraft 
management changes. 

In a corner of the envelope 
usually reserved for such 
instructions as “personal” or 
“special delivery,” JWT has 
typed this eloquent expres- 
sion: 

“Hand planted.” 


in all four marketing departments 
—sales, advertising, consumer 
service and the advertising agen- 
cies. 

These counterparts include: In 
sales, product sales managers; in 
advertising, product advertising 
managers; in consumer service, 
product home economists, and in 
the agencies (J. Walter Thompson, 
Needham, Louis & Brorby and 
Foote, Cone & Belding), product 
agency representatives. 


® Mr. Wright, who joined the 
company in 1929 with the acquisi- 
tion of Wright’s mayonnaise by 
Kraft, will have charge of this 
whole marketing setup. 

Mr. Platt has been with the 
company since 1919 and has been 
in charge of advertising since 1924. 
He was named a director of Kraft 
in 1940 and a v.p. and member of 
the company’s executive commit- 
tee in 1945. His new duties were 
not closely defined, though it was 
said he will broaden his activities 
to include over-all company oper- 
ations, while still taking a special 
interest in marketing. 
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CBS-TV Stations 


Come Out Against 


Plotkin Report 


(Continued from Page 1) 
tended by executives of 27 u.h.f. 
and v.h.f. television stations from 
22 states. Large, medium and 
small tv cities were represented. 


® A spokesman for the stations 
said: “The proposals of Mr. Plot- 
kin, if adopted, would jeopardize 
television’s most popular live en- 
tertainment and public service 
programs as they are _ pre- 
sented today and seriously inter- 
fere with future program plan- 
ning. 

“Every television set owner 
should be most concerned with the 
possible consequences of these 
proposals. The stations plan to in- 
form the public of this threat to 
their television enjoyment and to 
discuss the matter with the appro- 
priate government officials.” 

By “appropriate government of- 
ficials” the telecasters mean pri- 
marily the 15 members of the Sen- 
ate committee, which already has 
set aside more than half of a $200,- 
000 investigation fund for a look- 
see at the radio-tv industry. In 
his memorandum, Mr. Plotkin 
voiced the opinion that the FCC 
and the Justice Department al- 
ready have the legal authority to 
curtail any network hold on the 
television industry. 


® It is too soon to say just how the 
stations plan to tackle the problem 
of getting their story—a _ very 
complicated one involving trade 
topics like option time and net- 
work vs. national spot advertisers 
—across to the public. 

There were suggestions that dis- 
cussion programs on the issue be 
scheduled on tv and radio where 
the video station has a sister out- 
let. Television stations affiliated 
with newspapers also could set 
forth the facts-of-life about the 
role of networks in _ television 
through informative articles in 
their papers, it was suggested. 


® Meanwhile, ABC-TV, DuMont 
and NBC-TV remained silent on 
the Plotkin report. They are be- 
lieved to be waiting until the 
minority counsel, former FCC 
Commissioner Robert F. Jones, 
files his report. 

On one point—that of the ad- 
visability of the networks acting 
as national spot representatives for 
their affiliates—Mr. Plotkin gets 
an “amen” from most of the in- 
dependent representatives. In 1947 
the National Assn. of Radio Sta- 
tion Representatives (now the 
Station Representatives Assn.) 
asked the FCC to investigate the 
propriety of this practice. After 
lengthy hearings, the commission 
left the question open pending a 
projected over-all study of indus- 
try practices. 


® Adam J. Young, president of 
SRA and head of his own rep 
company, emphasized that “good, 
strong networks” are very impor- 
tant to tv. 

“However, 
opposed to their getting into the 
representative business,” he said. 
“No network can do a good job of 
competing with itself. It’s just 
ridiculous to think you can be a 
network on one hand and sell na- 
tional spot in competition with 
yourself on the other. If a net- 
work does sell spot for an affiliate, 
it controls so much of the station’s 
time that it, in effect, monopolizes 
the station’s time.” 

Mr. Young voiced his personal 
opinions and did not speak as a 
spokesman for the representatives’ 
association. 


we’ve always been) 


Thomas McAvity 


NBC Names McAvity 
V.P. of TV Network 


NEw York, Feb. 11—Thomas A. 
McAvity has been named v.p. in 
charge of the television network 
of the National Broadcasting Co. 
He moves up from the post of v.p. 
in charge of tv network programs. 

The last man to hold the title 
of v.p. for the television network 
was the company’s president, Syl- 
vester L. Weaver Jr. There has 
been nobody in the post for more 
than two years. 

Richard A. R. Pinkham, v.p. of 
the participating programs depart- 
ment, was promoted to head of tv 
network programs. Other shifts: 
Earl Rettig, v.p. for tv network 
production and business affairs, to 
v.p. in charge of tv network serv- 
ices; Mort Werner, executive pro- 
ducer of “Today,” “Home” and 
“Tonight,” to director of partici- 
pating programs, and William V. 
Sargent, manager of tv network 
business affairs, to director of tv 
network business affairs. 

Mr. Weaver said Mr. McAvity’s 
appointment will ease the burdens 
the expanded television operation 
has imposed on him and the exec. 
v.p., Robert W. Sarnoff. 


Merger of Lambert 
and Warner-Hudnut 


Forms Big Combine — 


NEw York, Feb. 10—The boards 
of directors of Warner-Hudnut and 
Lambert Co. have approved a 
merger forming a new company 
called Warner-Lambert Pharma- 
ceutical Co. 

The merger is based on an ex- 
change of one share of Warner- 
Hudnut common for each share of 
Lambert common. Elmer H. Bobst, 
board chairman, Warner-Hudnut, 
and Alfred E. Driscoll, president, 
become respectively chairman and 
president of the combined compa- 
nies. Edward T. T. Williams, pres- 
ident of Lambert, will serve as 
chairman of the executive commit- 
tee and John D. Miller, treasurer 
of Lambert, will be treasurer. 


® The advertising agency Lambert 
& Feasley, which is a Lambert sub- 
sidiary, is expected to become a 
subsidiary of the new company. 
No other advertising changes are 
contemplated, it was said. 

The agency roster for Warner- 
Hudnut is a varied one. It in- 
cludes Kenyon & Eckhardt for 
Richard Hudnut Preparations, Al 
Paul Lefton for Du Barry Prod- 
ucts and, for other divisions, 
William Douglas McAdams Inc. 
and Kiesewetter, Baker, Hagedorn 
& Smith. Ruthrauff & Ryan is also 
on the roster for the Reelshav 
razor, although there has been no 
activity on that account recently. 

Combined annual sales of the 
two companies are about $100,- 
000,000. Stockholders will be asked 
to approve the merger at meetings 
late in March. 


Harvey Mann to Kastor 

Harvey Mann, formerly with 
Weiss & Geller, Chicago, has 
joined H. W. Kastor & Sons Ad- 
vertising Co., Chicago, as media 
director. 
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‘Star’ Defense 
Stresses Rates, 
Good Management 


(Continued from Page 2) 

The government voiced several 
objections on the ground that Mr. 
Marshall’s statements were argu- 
mentative. Judge Duncan sus- 
tained most of them. 

“The proof will show that our 
morning, evening and Sunday 
edition is one newspaper,” said 
Mr. Marshall. “Mr. Nelson started 
the Star in 1880. He purchased the 
Times and merged it into the Star 
in 1901. The Star was an evening 
paper, and the Times was pub- 
lished in the morning. He merged 
them and then published a morn- 
ing edition and a Sunday edition 
of the Kansas City Star. He then 
started the policy, which has been 
continued ever since, of covering 
in the morning edition a 12-hour 
period of the news and in the 
evening edition covering a 12-hour 
period of the news.” 


@ Stressing that the Star is one 
newspaper, Mr. Marshall stated: 
“It is published in the same build- 
ing. It has the same officers. It has 
the same employes. It is run on 
the same presses. It is gotten out 
by the same equipment. It has one 
editorial department, and when 
these people write an _ editorial, 
they have no reason to know 
whether it will be in the morning 
or whether it will be in the even- 
ing edition of the Star.” 

_ “The only duplications in the 
two editions of the Kansas City 
Star,” he said, “are the national 
ads and the classified ads. The 
evidence will show it is just one 
unified operation.” 

As the government alleges, he 
said, the Star has a joint subscrip- 
tion. “We have had that joint 
subscription since 1901.” 

“The evidence will show,” Mr. 
Marshall said, “that the people 
subscribe to the Kansas City Star 
because of the efficient operation, 
the news service and the adver- 
tising service that it furnishes to 
this metropolitan area. The facts 
will show that this is a voluntary 
subscription by the citizens and 
shows a public acceptance of the 
Kansas City Star as a metropolitan 
newspaper in this four-county 
area.” 


@ Mr. Marshall stressed his as- 
sertion that “96% of the families” 
in the area subscribe to the news- 
paper. He listed the circulation as 
about 350,000 subscribers for the 
morning and evening edition, and 
375,000 for the Sunday edition. 
On national advertising from 
1936 to 1952, he said, “We had 


26,236 advertisers, and the num-| gy» 


ber of ads was 417,215. The lines 
of advertising from 1936 to 1952, 
weekdays, 


457.” 


Raymond A. Barrows, secretary || 
of the Star and a member of its|@ 


board of directors with 46 years’ 
service, was the first witness 
called by the defense. He spent the 
first three days of the defense 
presentation on the stand, testify- 
ing in detail on the Star’s opera- 
tion. 


® One exhibit showed the Star’s 
rate history in national advertis- 
ing and illustrated a percentage 
comparison of the Star’s national | 
ad rate increases from 1936 to| 
1952, with the increases of other 
daily newspapers throughout the 
country. During those years, the 
Star’s rate increased 59%, while 
the rates of other newspapers 
averaged an increase of 62%, he 
said. 

Referring to a chart, Mr. Bar-" 


was 62,426,338, Sun-|@ 
day, 18,175,119—a total of 80,601,- 


Clark 
SHAW MEMORIAL—Indianapolis’ Soap 
has been made a permanent memorial to the late 


Hanna Power 


Wilbur Shaw with this special 


Among the group which dedicated the site were 
the city’s mayor, A. M. Clark; Joseph Hanna, v.p., 
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Scott 

Box Derby track 
the display, and 
outdoor panel. 


Sponsored By 
THE INDIANAPOLIS StaR 
INDIANAPOLIS CHEVROLET DEALERS 


General Outdoor Advertising Co., which provided 


W. G. Power, advertising manager, 


and M. E. Scott, assistant ad manager, Chevrolet 
Motor division. The derby is sponsored by Chevro- 
let, the Indianapolis Star and civic organizations. 


rows testified that for every year 
from 1936 to 1952, the average 
milline rate of the Star was the 
lowest of any in the country. 


® The chart showed, Mr. Barrows 
said, that the average milline of 
the Star in 1936 was $1.96, com- 
pared with an average of $3.28 
for all daily papers in the nation. 
In 1948, he said, the national av- 
erage was $3.33, and the Star’s 
rate was $2.22. The national figure 
in 1952 was $3.88 and the Star’s 
was $2.72, he said. 

“Sometimes we have been ac- 
cused of having forced combina- 
tion advertising,” said Mr. Bar- 
rows, “but with our rate structure, 
you could discard one issue and 
still buy advertising at a lower 
rate than in any other paper in the 


country.” 


Then defense lawyers  intro- 
duced a long list of newspapers in 
the U. S. which use the combina- 
tion unit advertising system. The 
list covered the period from 1947 
to 1952. 

In cross-examining Mr. Bar- 
rows, Earl Jinkinson, chief gov- 
ernment counsel, asked, “Do you 
know of any paper in the United 
States, other than the Star, that 
has both a forced combination 
subscription rate and a forced ad- 
vertising combination rate?” 

“Not that I know of,” Mr. 
Barrows answered. He testified 
that he knew of only two other 
papers with forced combination 
subscription rates. One of these, he 
said, also maintained an optional 
combination ad rate. 


ee a ere ate 


ELDON E. FOX has been named di- 


|rector of advertising and sales 


promotion of Minneapolis-Honey- 
well Regulator Co., Minneapolis, 
a new position. He formerly was 
advertising manager for the auto- 
matic controls manufacturer, and 
before joining the company in 
1950, was with Young & Rubicam 
for six years. 


Plt on 3 


‘Reply to Pay-as-You-See Video ‘Propaganda’ 


(Continued from Page 3) 
immense sums of money that has 
been spent to sell this ideal,” he 
said. “If the arguments were valid, 
the fact that it might hurt motion 
picture exhibitors, motion picture 
producers, free television or ad- 
vertising would not ntake one par- 
ticle of difference. In this country, 
if anything is in the public inter- 
est, one way or another it comes 
into being.” 

Far from being in the public in- 
terest, subscription tv, Mr. Wolff 


Press, Admen May 
Attend ‘Esquire’s’ 


‘55 Fashion Forum 


New York, Feb. 9—In a sharp 
break with precedent, Esquire and 
its companion publication Apparel 
Arts will invite advertising agen- 
cy representatives to observe 
their annual National Fashion 
Forum this year. 

Since 1937, with a hiatus only 
during the war years, the two 
magazines have sponsored this 
event, which has been attended in 
closed session only by men’s ap- 
parel manufacturers, retailers, de- 
signers and other VIPs. At the day- 
long event, the industry partici- 
pants are traditionally served with 
the fashion trends of the coming 
season, with color, style and pro- 
motional possibilities set forth in 
great detail. 

But this time, when the forum 
convenes April 19 at the Waldorf- 
Astoria’s Starlight Roof, repre- 
sentatives of the press as well as 
advertising men will be among 
those present. “Heightened public 


-\|interest in men’s fashions and the 


sympathetic reception of advance 
design ideas by men led us natur- 
ally to this decision,” says Pub- 
lisher Arnold Gingrich. 


= “Although the show will con- 
‘tinue in the main to serve a select 
‘industry audience as a preview 
lof new fashions and fashion mer- 
'chandise for the fall of 1955,” he 
icontinued, “we feel certain that 
lsections of it are bound to be of 
interest to the general public and 
will help develop the apparent 
‘breakthrough’ in men’s fashions 
that seems to be taking place.” 

The male fashion show, an in- 
tegral part of the day’s program, 
this year will be produced by 
Michael Brown, who is associated 
with the Broadway musical hit, 
“The House of Flowers.” 


asserted, will set the stage for| 


Is Long Overdue, Theater Men Are Advised 


ja “giant grab of the public domain 


, which could lead to a $10 billion- 
a-year combine tying Holly- 
wood, Broadway, sports and tele- 
' vision together in a powerful mo- 
/nopoly if the FCC sanctions it.” 


|® He doubts that free—that is to 
'the audience—television and paid 
tv can exist together: “When the 
toll tv men started their campaign 
| years ago, they said that American 
business could never support tv,” 
he declared. “They predicted that 
tv would fall flat on its face. Well, 
tv hasn’t fallen flat on its face. It 
/has millions of dollars invested in 
programs and talent and know- 
how. Of course tv production is ex- 
pensive, but the people who are 
_ footing the bill must find it worth 
while, or they wouldn’t be signing 
| two-year contracts with Jackie 
Gleason.” 

Toll tv promoters “weep for the 
sponsor and for Jackie Gleason” 
and are “going to help them some- 
how by taking away part of the 
audience to watch that first-run 
movie they’ve promised,” Mr. 
Wolff asserted. 


Grand Union Buys Food Fair 
Grand Union Co., East Patersen, 
N. J., has bought control of the 
Food Fair Super Markets, Wash- 
ington, owned by Square Deal 
Market Co. Grand Union, the 
second oldest major retail food 
chain in the U. S., with 300 super- 
markets and stores in six eastern 
states and home service routes in 
30 states, for the 52 weeks ended 
Jan, 15 reported sales of $216,565,- 
294, an 8% increase over the 
corresponding period of ’53. Food 
Fair operates a chain in Washing- 
ton, Maryland, and Virginia. For 
\its fiscal year ending Aug. 28, 
| 1954, it reported sales of $18,263,- 
|666. Food Fair will continue its 
present form of operation with no 
changes in top management. 


Rumrill Adds Milwaukee Lace 

Milwaukee Lace Paper Co., Mil- 
waukee, a division of Smith-Lee 
Co., Oneida, N. Y., has appointed 
Charles L. Rumrill & Co., Roches- 


| 


ing. Trade publications will be 
|used for Milapaco commercial 
pontine products, and test cam- 
|paigns are being planned in the 
Midwest for consumer products. 
fodemasy Advertising Agency, Syra- 
_cuse, formerly handled the ac- 
count. Rumrill has appointed 
|James Trayhern director of its ra- 
|dio and tv department. He former- 
ly was tv production director of 
WHAM-TYV, Rochester. 


iter, N. Y., to handle its advertis- ; 


General Foods V.P. 
Outlines Steps to 
Dynamic Marketing 


(Continued from Page 3) 
it’s getting larger every month.” 

He further predicted that the 
number of families in this middle- 
income group will increase as 
much as 40% by 1959. 

“As families increase their in- 
comes, they eat better food and 
more of it,” he said, adding that 
this means an increase in the sales 
volume of processed foods. 


® In adopting an aggressive mar- 
keting plan, he said, advertising 
and merchandising men _ should 
not feel that the consumer is un- 
willing to not pay a premium for 
more value, for innovations in 
size, color and styling. 

“Customers are keenly receptive 
to such appeals,” he said. “Time 
and time again they are demon- 
strating their willingness to pay 
for them.” As examples, he pointed 
to the automobile and appliance 
industries. 

In urging more attention to re- 
search, he said marketing people 
are turning more and more to the 
behaviour sciences to find “the 
real answer to why people buy.” 


® In urging greater stress on be- 
lievability in advertising, Mr. 
Schmitz asserted that less than 1% 
of current ads have untrue state- 
ments in them, and these, he said, 
are being handled efficiently by 
the FTC, BBB and the Four A’s. 

“IT am referring to a disturbing 
amount of advertising which con- 
tains overstatement and gross ex- 
aggeration,” he stated. “More and 
more, we see hard sell ads, typified 
by screaming headlines, typo- 
graphical tricks, attention-grab- 
bing illustrations which probably 
have no relationship whatsoever 
to the product and super-charged 
copy which promises the world.” 

Very little is gained in the long 
run by such ad copy, he warned, 
because too often it destroys peo- 
ples’ faith in a great percentage 
of all advertising. 


® Perhaps part of this problem 
can be solved, he added, by edu- 
cating younger marketing people 
in the fundamentals of sound ad- 
vertising. Many universities have 
excellent marketing courses, but 
they are preparatory only, he 
added. 

Unseasoned marketing people 
should also be given a good basic 
understanding of the proper rela- 
tionship of fundamental promo- 
tion and price promotion, said 
Mr. Schmitz. He warned against 
unlimited use of price promotions 
to get out of tight spots. 


ART DIRECTORS’ QUEEN—Sally Todd 
has been named queen of the 10th 
annual West Coast advertising art 
show, sponsored by the Art Direc- 
tors Club of Los Angeles, sched- 
uled for Feb. 22-March 7 at the 
University of Southern California. 
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This Week in Washington... 


Senator's Frown Stymies Statistician 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Feb. 10—Everyone 
learns something at Presidential 
press conferences. Sometimes even 
the President learns about the 
things going on in his own execu- 
tive departments. 

Take the case of Ewan Clague. 
As reported here several weeks 
ago, his term as commissioner of 
labor statistics expired several 
weeks ago. But he has remained 
at the Labor Department on the 
assumption that he is to be reap- 
pointed. 

Eventually a reporter put the 
question to Mr. Eisenhower. 
“Who’s Clague?” the President 
asked. 

Later, however, he looked into 
the matter and found the Clague 
appointment was blocked by pa- 
tronage dispensers. Impressed 
with Mr. Clague’s record, the Pres- 
ident told the patronage boys to 
step aside. 

It’s too soon to write a happy 
ending to the story. As a Truman 
appointee, Mr. Clague is “person- 
ally objectionable” to Sen. Edward 
Martin (R., Pa.). And the appoint- 
ment won’t go to the Hill until 
there is assurance it will pass. 

Business men who want the BLS 
cost-of-living index kept out of 
politics are telling Sen. Martin that 
Mr. Clague deserves reappoint- 
ment. They hope he will find it 
convenient to withhold his objec- 
tion—tantamount to a veto. 


Minimum wage sleeper: Judging 
by the initial flood of bills intro- 
duced when Congress assembled, it 
seemed that an increase in the 
minimum wage was about the 
most important subject on every- 
one’s mind. Having introduced the 
bills, however, members are 
awaiting public reaction. 

As it happens, the same com- 
mittees that handle minimum wage 
legislation also handle educational 
bills. In all probability, the mini- 
mum wage bills will be kept in 
the background until after the 
committees complete action on the 
President’s big three-year school 
construction program. 

Meanwhile the Department of 
Labor has released a survey which 
shows that 1.3 million workers 


Satin to the ‘men and women of 
America who win. the mee battles in the 


the thrilling achievements of American 

Intelligence are based on true accounts 

of espionage and intrigue. Filmed abroad, 

they vibrate with authenticity and sus- 

pense. An ideal TV vehicle for regional 

and local sponsors who want to build 
fast low 


OFFICIAL FILMS, Inc. 
25 W. 45 Street, N. Y. 36 * Plaza 7-0100 


would get raises immediately if 
Congress goes along on the 90¢ 
minimum wage recommended by 
the administration. Of the 1,000,000 
industrial workers making less 
than 90¢ an hour 600,000 are in 
southern states, and the remainder 
in the North and West. They are 
employed principally in lumber, 
apparel, tobacco, textiles, leather 
goods and food. The 300,000 non- 
manufacturing workers involved 
are in banking and insurance, 
wholesale trade and communica- 
tions. The survey does not cover 
retail trade, which is exempt from 
the wage-hour act. 


e . . 

Postal nemesis: A good many 
defeated Republican congressmen 
have turned up elsewhere on the 
government payroll, but not for- 
mer Rep. Harold Hagen (R., 
Minn.). As second ranking Repub- 
lican on the House post office com- 
mittee, he effectively blocked first, 
second and third class postal rate 
increases sought by Postmaster 
General Arthur Summerfield in 
the past two years. 

After his defeat, he hoped the 
GOP would make him director of 
the Bureau of Printing and En- 
graving. Reportedly Mr. Summer- 
field made sure he didn’t get the 
job. 

Now it looks as if Mr. Summer- 
field is to hear more from Mr. 
Hagen. This week the ex-congress- 
man became a “public consultant,” 
with a client list that includes 
postal employe organizations which 
consider Mr. Summerfield’s postal 
pay bill miserly. Also it is said 
that Mr. Hagen is to be retained 
by mail users to quarterback the 
fight against increased first class 
rates. 

. a + 

Legislative error: Third class 
mail users are worried about H.R. 
125, introduced by Rep. Karl Le- 
Compte (R., Ia.) to prohibit deliv- 
ery of mail unless it carries a name 
and address. This goes beyond the 
order issued by Postmaster Gen- 
eral Summerfield recently, ending 
the test of “patron” mail on urban 
routes, for it also revokes the “pa- 
tron” service available on RFD 
routes since 1914. 

Moreover, mailing list brokers 
are petrified to discover that the 
bill is so broad it would also wipe 
out “occupant” mail—bulk third 
class bearing addresses but no 
names. 

The LeCompte bill is supported 
by some of the same postal em- 
ploye groups which helped or- 
ganize the campaign against “pa- 
tron” mail, and Rep. LeCompte in- 
tends to make a strong effort to 
put the bill through. He told AA 

today, however, that “occupant’ 
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H. Miller 


Goldsmith 


B. Miller 


RECORD SPACE—Executives involved in producing the record-break- 
ing 24 consecutive color pages for Chief Apparel, which ran in the 
February issue of Esquire’s Apparel Arts, look over proofs. Shown 
are: Harold Miller, Harold Miller Advertising; Herb Goldsmith, ad- 


vertising manager, Chief Apparel, 


and Bernard J. Miller, publisher, 


Esquire’s Apparel Arts. 


mail was dragged in by mistake, 
and that he is ready “at the proper 
time” to amend the bill so it will 
apply only to “patron” mail. 
7 2 . 

Lobbying’s unkindest cut: Some 
direct mailers feel their trade as- 
sociations failed to stand up for 
“patron” mail as effectively as 
they should have. So inevitably 
there was fertile ground for the 
rumor that Harry Maginnis, ex- 
ecutive manager of Associated 
Third Class Mail Users, was en- 
couraging Rep. LeCompte to go 
ahead with his “patron” mail bill. 
Mr. Maginnis flatly denies this 
and he is threatening to sue one 
and all. Aside from constituting a 
libel on his integrity, he figures 
the charges are an unflattering re- 
flection on his skill as a lobbyist. 
With unassailable logic, he says, 
“What lobbyist in his right mind 
would entrust such a project to a 
member of the minority party, 
particularly one who isn’t even a 
member of the committee handling 
postal affairs?” 


Monsanto Slates Contest 
Monsanto Chemical Co., St. 
Louis, will launch a $152,000 prize 
contest Feb. 18 for its detergent, 
All. After purchasing a box of 
condensed or fluffy All, entrants 
will state on entry blanks why 
they told neighbors they like the 
products. .Winners of the 500 
first prizes will each receive a 


Westinghouse electric clothes dry- 
er. The 2,700 second-prize win- 
ners will receive certificates for a 
one-year’s supply of All. The con- 
test, which closes March 27, will 
be promoted with ads in Life, 
This Week Magazine, Parade, 
First Three Markets Group and 
independent newspaper’ supple- 
ments. Needham, Louis & Brorby, 
Chicago, is the agency. 


George Frye Named V. P. 

George A. Frye has been named 
a v.p. of Doyle, Kitchen & McCor- 
mick, New York. Mr. Frye, who 
joined the agency Feb. 1 (AA, Jan. 
17), will serve in a triple capacity 
—as plans advisor, group account 
executive and manager of new 
business development. Formerly 
with James Thomas Chirurg Co. 
for 20 years, Mr. Frye was v.p. and 
general manager of Chirurg’s New 
York office when he moved to 
Doyle, Kitchen. 


New RCA Portables to Bow 

RCA Victor Radio & Victrola 
division of Radio Corp. of Ameri- 
ca, Camden, N. J., has announced 
it will begin marketing seven 
portable radios in new plastic non- 
breakable cases, Impac_ cases, 
guaranteed against breakage for 
five years. The company believes 
this is the first such guarantee 
ever offered by a radio manu- 
facturer. Prices will range from 
$24.95 to $49.95. 


| 


BECAUSE: 


household necessities and conveniences. 


| BECAUSE: These Readers spend an average of 2% hours each with every issue. No 
fleeting glances at your advertising message here — Each reader has the time and 
interest to read and thoroughly absorb the contents. 

BECAUSE: You can buy this top quality circulation of 1,500,000 (ABC) women at 
only $1.26 per page per thousand circulation. Compare this with the magazines you 
are now using. Here, truly, ts a high caliber, low cost Medium that you should be 
using. Get all the facts today — write, wire or call your local WORKBASKET Representative or... 


WORKBASKET 


a 8 8.4882 a et 


543 Westport Road . 


The 
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IF YOUR PRODUCT 
APPEALS TO HOMEMAKERS — 


PU BtiI 


Kansas City 11, 


§ YOUR AD BELONGS IN |= 


76% of The WORKBASKET Readers are ‘full-time’ Homemakers — 
Women that can and do spend the majority of their time enjoying the benefits of 
attractive home furnishings and modern appliances; preparing food, using soaps 
and detergents, household cleaners, starches, bleaches and the many, many other 


ON 
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Lone Star Boat Launches 
Consumer, Trade Drive 

Lone Star Boat Mfg. Co., Grand 
Prairie, Tex., has launched the 
largest campaign in its history in 
consumer, outdoor and trade pub- 
lications. Spearheading the drive 
are full-color back covers in Jan- 
uary Sports Afield and Motor 
Boating, February Field & Stream 
and March Outdoor Life, followed 
by a schedule in Argosy, Boating, 
Boats, Esquire, Fisherman, Sports 
Illustrated, True and regional out- 
door publications and dealer pub- 
lications. 

Supperting the drive will be 
radio and tv spots, outdoor, and 
dealer aids. Taylor-Norsworthy, 
Dallas, is the agency. 


Ziv Sets Record Radio Budget 

Frederick W. Ziv Co., New York, 
has set a budget of more than 
$250,000 in 1955 for advertising, 
promotion and development of 
radio sales plans for its catalog of 
radio programs, the company’s 
highest budget for this type of 
promotion. 


GREENVILLE, $. C 
ee Mar ket 


money! 


With population of 494,212 
in City & Retail Trading 
Zones (ABC 9-30-53), the 
Greenville market leads ail 
others in South Carolina in 
Effective Buying Income. 


Here’s the Comparison: 


GREENVILLE $603,142,720. 
Columbia 504,824,320. 
Charleston 389.748.800. 


Income Figures from Sales Man- 
agement May 10, 1954 Survey. 
City and Retail Trading Zones 
from Audit Bureau of Circula- 
tion latest figures. 


The Greenville Market also 
leads all others in South 


Carolina in Population, Re- 
tail Sales, Autos & Trucks, 
Wages and Employment. It's 
your first market in South 
Carolina. 
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THE 


LANDING 


STRAY 


as seen by 
JOHN BURGOYNE 


One ambitious mail-order ven- 
dor of novelty gifts offered at 
Christmas a box containing a vast 
quantity of fancy pepper; several 
‘years’ supply, he said in the ads. 
We wonder, our nose twitching, 
what in the world anyone would 
want with all that explosive spice 
at one time. Noisy household, at 
best, everyone dynamiting the 
place. Just a bunch of dated snuff- 
lovers in the wrong century. 


xk * 


Fastest growing item in the gro- 
cery refrigerator is the fish-stick, 
showing what can be done when 
you make things really easy for 
the housewife. Early in the pro- 
motion of this item a foresighted 
fishmonger had Burgoyne prepare 
a panel study in Columbus, Day- 
ton, Canton and Syracuse to see 
whether the sales-potential was as 
enduringly good as it looked from 
the fo’castle of the fish-foundry. 
The study confirmed a whopping 
market, and the obliging fish pile 
up like finny cordwood in retail 
outlets. 


xk & 


A CROSS-SECTION OF MODERATE-SIZED 
METROPOLITAN AMERICA — BURGOYNE 
TEST-CITIES HAVE BEEN HAND-PICKED FOR 
ACCURATE, SPEEDY PANEL-STUDIES. 


x** 


What with the great variety of 
soapless soaps (aw hell, deter- 
gents!) competing with the regu- 
lars, it takes courage and cunning 
to make a place for a new member 
of the family. Burgoyne recently 
completed a study in Omaha, 
Grand Rapids, Charlotte and Har- 
risburg for a new detergent with 
some promising features; a choice 
of name and package were prime 
requirements of the study. And as 
sometimes happens, the office 
choice was enthusiastically turned 
down by the housewives, who 
have a good loud voice at the retail 
counter and know how to use it. 


xkk 


Ready and Willing Burgoyne, 
that’s us. We’re prepared to beat 
the bazaars, tread the toll-roads, 
chivvy the contractors for facts 
and figures to amuse and enter- 
tain, not to say instruct and pay 
out. Lucky Burgoyne clients are 
growing in wealth and influence 
every day. One has subscribed to 
the Wall Street Journal and is 
spoken of respectfully. You too— 
etc. There’s the address right be- 
low our tasteful cart d’ arms. 


caoctarfs oevs fimoer, Ne 


Foote Faldi 


KEEP COOL—These words of advice 


CuHIcAGo, Feb. 9—A Life poster 
by Savignac today won top honors 
in the 23rd National Competition 
of Outdoor Advertising Art, spon- 
sored by the Art Directors Club of 
Chicago. 

The second grand award went to 
a Life Savers Corp. poster, the 
third grand award to Perkins 
Products Co.’s Kool-Aid design. 
The Life and Life Saver designs 
were produced by Young & Rubi- 
cam. The Kool-Aid poster was 
produced by Foote, Cone & Beld- 
ing. 

An example of modern Euro- 
pean poster art, Life’s grand award 
entry, like the other winners, was 
selected by a jury of 13 leading 
art directors and agency and ad- 
vertiser executives. 

Among advertisers, Ford was 
the leading winner, with five, all 
by J. Walter Thompson Co. But 
among agencies, Young & Rubi- 
cam, with 11 winners, edged out 
JWT’s nine. 


® In addition to the three top 
awards, the jury selected 51 win- 
ners in 17 classifications, including 
painted displays. These selections, 
with an additional number of de- 
signs, will be published in its 
poster annual by Outdoor Adver- 
tising Inc. as the “100 Best Posters 
of 1954.” 

George F. Baier, v.p. and art di- 
rector, J. Walter Thompson Co., 
Chicago, was chairman of the ex- 
hibit committee. During the two 
day competition, the jury viewed 
a total of 704 entries. Bases for 
judging the designs were (1) the 
value of the idea in creating sales 
or promoting a cause, and (2) ef- 
fectiveness and excellence of de- 
sign, composition and technique. 

To facilitate judging, the de- 
signs passed before the jury on a 
conveyor belt in a darkened room. 
Only one design was visible at a 
time. To vote for a design, a juror 
pressed a button on his chair. 
After a ten-second exposure, a 
control switch was opened, and all 
votes for the design on view were 
registered on a lighted panel. The 
number of lights indicated the 
votes cast for that design. 


® Formal presentation of all award 
medals and certificates will be 
made at a luncheon and exhibit 
to be held at the Sheraton Hotel, 
Chicago, March 17. 

The first, second and third 
place winners, with their agencies, 
follow: 


Grand Awards 
Ist: Life Magazine; Young & Rubicam. 
2nd: Life Savers; Young & Rubicam. 3rd: 
| Kool-Aid; Foote, Cone & Belding. 
Miscellaneous 
Ist: Safeway Stores; J. Walter Thompson. 
2nd: Life Magozine; Young’ & Rubicam. 
3rd: Life Magazine; Young & Rubicam. 
Household Appliances 
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Ist: Zenith Radio; J. R. Pershall Co. 2nd: 


Sergenian Blomquist 


Hueter Dermody 


could apply to the three top prize 


winners in the 23rd National Competition of Outdoor Advertising 
Art, sponsored by the Art Directors Club of Chicago. In addition to 
Savignac’s baby, precariously lying in the alligator’s mouth, which 
won the top award for Life’s campaign, the “keep cool” suggestion 
is overtly indicated in the Life Savers Corp. runner-up and Kool- 
Aid’s third place winner. The panel of judges in the competition 
comprised Emerson Foote, McCann-Erickson; Charles Faldi, Benton 


Savignac’s ‘Gator Wins for ‘Life’ in 
Quidoor Contest; Y&R Is Top Agency 


Lewyt Corp.; Hicks & Greist. 3rd: Frigidaire 
Division; Foote, Cone & Belding. 
Agricultural 

Ist: Ralston Purina; Gardner Advertising. 
2nd: Ralston Purina; Gardner Advertising. 
3rd: Shell Chemical Corp.; J. Walter 
Thompson. 

Soft Drinks 

Ist: Perkins Products; Foote, Cone & 
Belding. 2nd: Coca-Cola; D‘Arcy Advertis- 
ing. 3rd: Coca-Cola; D’Arcy Advertising. 

Confections 

Ist: Wm. Wrigley Jr. Co.; Charles W. 
Wrigley Co. 2nd: Life Savers; Young & 
Rubicam. 3rd: Life Savers; Young & Rubi- 
cam. 

Beers 

Ist: Pabst; Warwick & Legler. 2nd: An- 
heuser-Busch; D/’Arcy Advertising. 3rd: 
Pabst; Warwick & Legler. 

Wines & Liquors 

Ist: Brown-Forman; Ruthrauff & Ryan. 
2nd: Frankfort Distillers; Young & Rubicam. 
3rd: Frankfort Distillers; Young & Rubicam. 

Gasolines & Oils 

Ist: Texas Co.; Cunningham & Walsh. 
2nd: Esso Standard; McCann-Erickson. 3rd: 
Texas Co.; Cunningham & Walsh. 

Local 

Ist: Southern California Gas Co.; Me- 
Cann-Erickson. 2nd: Bank of The Manhat- 
tan Co.; Cunningham & Walsh. 3rd: Pa- 
cific Gas & Electric; BBDO. 

Auto Accessories 

Ist: Atlas Supply; McCann-Erickson. 2nd: 
Atlas Supply; McCann-Erickson. 3rd: United 
Motors Service Division; Campbell-Ewald. 

Bread, Flour & Baked Goods 

Ist: National Biscuit; McCann-Erickson. 
2nd: National Biscuit; McCann-Erickson. 
3rd: Nebraska Consolidated Mills; Gard- 
ner Advertising. 

Food Products 

Ist: Washington State Apple Commis- 
sion; MacWilkins, Cole & Weber. 2nd: 
General Foods Corp.; Young & Rubicam. 
3rd: Thomas J. Lipton; Young & Rubicam. 

Automobiles (Cars) 

Ist: Ford; J. Walter Thompson Co. 2nd: 
Ford; J. Walter Thompson Co. 3rd: Ply- 
mouth Motor Corp.; N. W. Ayer & Son. 

Automobiles (Trucks) 

Ist: Ford; J. Walter Thompson. 2nd: 
Ford; J. Walter Thompson. 3rd: Interna- 
tional Harvester; Young & Rubicam. 

Painted Bulletins 

Ist: Southern Pacific; Foote, Cone & 
Belding. 2nd: Ford Dealers Adv. Fund; J. 
Walter Thompson. 3rd: Carnation Co.; Er- 
win, Wasey. 

Painted Bulletins (Embellished) 

Ist: Anheuser-Busch; D’Arcy Advertising. 
2nd: Ford; J. Walter Thompson. 3rd: Kraft 
Foods; J. Walter Thompson. 

Special (Special Service) 

Ist: Pan-American Coffee Bureau; Rob- 
ert W. Orr & Associates. 2nd: Treasury 
Department; Campbell-Ewald. 3rd: Esso 
Standard; McCann-Erickson. 


Dodge Buys MBS Programs 

Dodge division of Chrysler 
Corp., Detroit, has bought par- 
ticipations on five multi-message 
shows on Mutual Broadcasting 
System. This nighttime radio ad- 
vertising will be used to advertise 
the 1955 models. Grant Advertis- 
ing services this account. 


Moorhead 


Lockwood Wichert Offield 


Talbot Hite Habich 


& Bowles; Fred S. Sergenian, Young & Rubicam, the jury chairman; 
Arthur T. Blomquist, J. Walter Thompson Co.; Ernest B. Hueter, In- 
terstate Bakeries Corp.; W. E. Dermody, Gulf Oil Corp.; R. W. Moor- 
head Jr., Brown-Forman Distillers Corp.; David W. Lockwood, Foote, 
Cone & Belding; J. L. Wichert, DeSoto division, Chrysler Corp.; 
Wrigley Offield, Wm. Wrigley Jr. Co.; Hale Talbot, Pure Oil Co.; 
Morris Hite, Tracy-Locke Co., and William Habich, Standard Oil Co., 


Kentucky. 


THOMAS E. DONNELLEY 


Cuicaco, Feb. 8—Thomas Elliott 
Donnelley, 87, honorary board 
chairman of R. R. Donnelley & 
Sons Co., died Feb. 6 at his home 
in suburban Lake Forest. He had 
been associated with the printing 
organization founded by his father 
since his graduation from Yale 
University in 1889, and it was un- 
der his leadership that the business 
grew from a relatively small or- 
ganization to its present position 
of importance in the industry. 


RINALDO B. PAGE 


WILMINGTON, N. C., Feb. 8— 
Rinaldo Burrus Page, 64, owner 
and publisher of -the Star-News, 
died Feb. 2 at Duke Hospital, Dur- 
ham, after several months of ill 
health. 

He began his newspaper career 
in Columbus, Ga., on the Ledger, 
which was owned by his father. 
Later he was business manager of 
the Herald, Sarasota, Fla. In 1927 
the R. W. Page Corp. bought the 
Wilmington Morning Star, and Mr. 
Page moved here as president and 
publisher. Two years later the 
corporation acquired the Wilming- 
ton News-Dispatch and Mr. Page 
became chief executive of the com- 
bined papers. 

One of the organizers of the 
North Carolina Assn. of Afternoon 
Dailies, he also was a member of 
the American Newspaper Pub- 
lishers Assn., Southern Newspaper 
Publishers Assn. and North Car- 
olina Press Assn. 
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Los Angeles Daily Mirror find thes II 
ing tales of American Intelligence (based 
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Stalling GWU 
Retail Sales in the 13 county Rockford, Illinois 
trading area totaled nearly a billion in 1953". 

As Rockford is 15th in Total Postal — 
in the US, Rockford people 
are not only spending in 
record amounts, but saving 
money as well. The 
Rockford Morning Star and 
Rockford Register-Republic 


market more 
completely than any other media. 


* Figures from Sales Management, 
Retail Sales $809,443,000. 


131,123, A.B.C. CITY ZONE 
*\ 441,222 A.B.C. RETAIL TRADING ZONE 


ROCKFORD 


v . Y 


BEST TEST CITY IN 
THE MID-WEST 


ROCKFORD MORNING STAR 
a Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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Paul Willis Sues R&R 
for $1,000,000-Plus 


(Continued from Page 1) 


William H. Murphy, attorney 
for Willis, told AA that he has 
tried to see the release R&R as- 
serts was signed by his client. 
“They gave me a copy of some- 
thing, but it is not a good legal 
document,” he said. He added that 
Willis told him he does not re- 
member signing a release. 

C. R. Speers, v.p. in charge of 
sales for American, told AA that 
the Willis suit “is a problem be- 
tween Willis and the agency” and 
that it was his impression that 
Willis had cancelled the contract 
with R&R in 1946. He said that the 
suit had “no direct connection” 
with the breakip of the airline 
and the agency. He added that the 
suit “might have created an im- 
pression concerning management,” 
but that the airline was “unin- 
formed generally” on the terms of 
the contract. 


= Willis told ADVERTISING AGE to- 
day that his own agency handled 
American Airways (later called 
American Airlines) until, in the 
late 1930s, the line was sold by E. 
L. Cord. Willis subsequently liq- 
uidated his agency. 

He told AA that C. R. Smith, 
president of the airline, picked 
Blackett-Sample to handle the ac- 
count, but that Smith some time 
later proposed that Willis return 
to handle American’s advertising. 
Willis said he declined to start his 
own agency, and that Smith then 
suggested that he “pick an agency 
and make your own deal with 
them.” 

He joined R&R on April 1, 1938. 
American, he said, had no bud- 
geted figure for advertising and 
he told the agency “they’ll spend 
whatever you show them should 
be spent.” 

By 1946, he added, American 
was billing $2,000,000 with R&R. 


= In 1946, Willis said, he left R&R 
to join American. The airlines 
“fired me in 1947.” He went back 
to R&R, but not on the airlines ac- 
count, and said he subsequently 
“was fired” by the agency 


The Willis complaint déclares 
that R&R was “so desirous of be- 
coming the advertising agency of 
American Airlines that in the year 
1938 the defendant offered to 
plaintiff a lifetime, irrevocable 
contract” to get Willis to “pro- 
cure” the airline’s account for 
R&R. The contract, according to 
Willis, was to be effective until 
he (Willis) died, or R&R lost the 
account. 


® The contract also specified, he 
said, that he was to get $1,000 a 
month, plus one-third of gross 
commissions that exceeded $18,000 
in any six-month period. Willis’ 
suit charged that R&R made some 
payments from time to time until 
Jan. 1, 1953, but that beginning 
Feb. 1, 1946, the agency stopped 
making full payments. 

Willis claims further that be- 
tween Feb. 1, 1946 and Nov. 18, 
1954 (when he filed suit), R&R 
got over $4,000,000 in gross com- 
missions from American and that 
he is entitled to upwards of $1,- 
000,000 of this money. 


= The contract between Willis 
and Ruthrauff & Ryan, he contin- 
ued, was signed by Paul W. Wat- 
son, v.p. of the agency, and at- 
tested by Ralph Van Buren, the 
agency secretary. Under its terms, 
Willis arranged for transfer of the 
American Airlines account from 
Blackett-Sample to R&R. 

Willis said R&R agreed in the 
contract to employ him until he 
died, or “so long as Ruthrauff & 
Ryan shall act as agents for Amer- 
ican.” In the event Willis should 
die while R&R had the account, 
the contract was said to provide 
for a three-year series of pay- 
ments to his heirs. 

The contract provided that R&R 
give Willis office space and staff 
and perform copy and other serv- 
ices required on the account, and 
that Willis was to determine what 


service was necessary. 

“If he desires,” the contract ex- 
hibited in the suit said, “he may 
devote as much time as he deems 
proper” to outside business. 


30 Agencies of Assorted Sizes Bid 
for American Airlines Account 


New York, Feb. 10—American 
Airlines, which ends an 18-year 
relationship with Ruthrauff & 
Ryan on May 1 (AA, Jan. 31), is 
currently in “active touch” with 
25 to 30 agencies interested in tak- 
ing on the account, which totals 
just under $4,000,000 in billings. 

James Cobb, director of adver- 
tising, who is doing the screening 
for the airline, said today that “an 
awful lot of agencies” pitched for 
the account after ADVERTISING AGE 
announced the split-up with R&R 
on the last day of January. He 
said that agencies at the top of 
ADVERTISING AGE’s annual billings 
round-up down to one agency 
with three employes, have made 
bids for the business. 

Mr. Cobb, who said that a final 
selection will not be made until 
about March 1, indicated that 
American is using these broad 
criteria in its winnowing: mini- 
mum billing of $10,000,000; broad 
transportation experience; “suc- 
cess with the mass market,” and 
outstanding ability in copy and 
art. 


= “It is no secret,” he added, “that 
the bulk of American’s budget 
goes into newspapers; so we are 
interested in agencies with demon- 
strated success in the use of large 


and small newspaper space.” 

American is not calling for for- 
mal presentations, which it re- 
gards as “obsolete,” nor is it seek- 
ing answers to a qlestionnaire, 
though there are several “uniform 
questions” which it is asking of 
all agencies bidding for the ac- 
count. “We are digging deeply into 
personnel qualifications,” he told 
AA. He indicated New York agen- 
cies do not have an inside track, 
with the assertion that a number 
of out-of-town agencies are in 
the running. 


® Mr. Cobb, adding other points 
in which American is interested, 
touched on these qualifications: 
History of agency; size; whether 
the agency is international; its 
growth in recent years; the ac- 
counts it has and those it has lost, 
and why; how American would 
rank with present accounts in the 
shop; the attitude of agency peo- 
ple toward flying and air trans- 
portation; the agency’s research 
activities; the type of research 
done for present clients and the 
shop’s beliefs about research; how 
the agency is owned; the physical 
layout of its offices and whether 
there is room to take on American. 

American and Ruthrauff & 


Ryan came to the end of their 


Last Minute News Flashes 


NBP Asks Cooperation in ABC Form Revision Effort 


New York, Feb. 11—National Business Publications today requested 
American Assn. of Advertising Agencies, Assn. of National Advertis- 
ers and National Industrial Advertisers Assn. to petition the Audit 
Bureau of Circulations, “to provide audited information regarding the 
specialized market circulation of ABC member publications now using 


and president of Conover-Mast Publications, in releasing the NBP 


ABC form is of practically no value to the advertiser selling to the 
industrial or other specialized market.” NBP has taken this action, 
he said, “in the interest of prudent and more scientific investment 
of advertising dollars.” 


Publicker Sets Newspaper Push for Old Classic 


New York, Feb. 11—Publicker Industries, Philadelphia, will break 
a new newspaper campaign next week for Old Classic whisky in 40 
newspapers in Ohio, Oregon and Washington. Monroe Greenthal Co., 
New York, is the agency. The campaign will expand into other mar- 
kets later in the year. 


Ceribelli Appoints Mahoney; Other Late News 


e Ceribelli & Co., New York, has named David J. Mahoney Inc. to 
handle advertising of its Brioschi effervescent preparation. The ac- 
count was last with Pettinella Advertising. 


e John J. Kavanaugh has been appointed sales manager of the na- 
tional advertising space sales department of the Diamond Match Co., 
New York. He was previously south-central district manager of the 
book match ad department, 


e William H. Weintraub & Co., New York, has added three new chiefs 
to its radio-tv department: Robert Bergmann as tv production direc- 
tor, Stanley J. Lacey as tv art director and David Pollard as head tv 
commercial writer. Mr. Bergmann formerly was producer and director 
of “Summer in the Park” and “The TV Shopper” (DuMont), and 
before that was writer and producer of “The Man from Times Square” 
and “The Art Ford Show” (WOR-TV). Mr. Lacey, formerly a free- 
lance tv art consultant, last handled the story boards for the Nash 
commercials on “Disneyland” (ABC-TV). Mr. Pollard, formerly a 
free-lance tv commercial writer, handled radio-tv copy for the 1955 
March of Dimes campaign and before that was group senior copy- 
writer, radio-tv department, Kenyon & Eckhardt, New York. 


e Judge Charles F. Murphy, code administrator of the Comic Maga- 
zine Assn, of America, has ordered 29 comics book publishers to yank 
a catalog ad placed by Johnson Smith Co., Detroit. It was found that 
the catalog offered dangerous weapons—bull whips, guns and knives. 
The ad has been running in code-approved books. 


e One of Jackie Gleason’s dispossessed sponsors, W. A. Sheaffer Pen 
Co., prefers not to wait around to be evicted. The company will drop 
the CBS-TV show as of March 26, ‘“‘to be in a more advantageous posi- 
tion to acquire a new program.” Sheaffer has already signed for one 
new show, “Who Said That?” (ABC-TV), which bowed last week. 
Beginning March 2, Admiral Corp. will share the sponsorship on an 
alternate-week basis. 


flight with joint statements: R&R 
said the move came after “long 
study and careful evaluation with 
reference to the future planning of 
both organizations,’ and added 
that it would assist American to 
“screen and select another agency.” 


FCC Refuses Zenith 
on Subscription TV, 
Seeks Discussion 


(Continued from Page 1) 
sor broadcasting. 
3. Its effect on broadcast of 
news and diverse points of view on 


® The airline, in turn, acknowl- 
edged “the part R&R has played 


the general magazine ABC form.” Harvey Conover, NBP chairman | 


resolution, declared: “Information in the present general magazine | 


in building the sales position of 
American and in_ substantially 
aiding in the growth of the air 
transportation industry.” Both 
companies stressed the amicable 
basis of the parting. R&R stressed 
that the separation “by no means 
indicates that we are withdrawing 
from the transportation field.” 

“At present,” said Barry Ryan, 
president of the agency, “we have 
no plans to dissolve the staff which 
not only built an airline during 
the past 18 years but has built an 
industry. Further announcements 
this spring on our part will clari- 
fy this step considerably.” 

The account executive on Amer- 
ican for R&R at the time of part- 
ing was C. L. Smith, a v.p., and 
brother of C. R. Smith, president 
of American Airlines. 


Quaker Oats Out, ABC-TV 
Drops ‘Breakfast Club’ 

On Feb. 25 the year-old simul- 
cast version of Don McNeil’s 
“Breakfast Club” (ABC-TV) will 
‘make its last appearance. The rea- 
son: Lack of sponsors. Quaker 
Oats Co., the tv show’s last spon- 
sor, drops the show effective 
Feb. 24. 

Quaker Oats will continue on 
the 22-year-old radio “Breakfast 
Club,” which is currently sold out 
with seven sponsors. Besides 
Quaker they include Olsen Rug, 
Mutual of Omaha, Rockwood & 
Co., Swift & Co., ReaLemon Co. 


and Philco. 
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controversial issues and the safe- 
guards needed to assure that such 
broadcasts will continue to be 
available without charge. 

4. Safeguards to see that the 
public continues to receive well 
balanced programming without 
charge. 

5. Safeguards to prevent monop- 
olistic control. 

There were also legal questions 
—whether FCC has authority to 
authorize such a service—and 
technical questions, such as the 
impact of this service on signals 
received by sets now in the hands 
of the public. 

Since three different subscrip- 
tion tv systems have been pro- 
posed, FCC is asking whether sub- 
scription service—if any—should 
be confined to a single system. The 
Zenith Phonevision system uses 
telephone lines to send a correct- 
ing signal, which enables users to 
unscramble the picture, and the 
user is billed by the telephone 
company. 

Skiatron’s subscriber-vision in- 
volves a punchcard which the 
purchaser inserts in the decoding 
apparatus. 

International Telemeter Corp. 
utilizes a coin box attached to the 
receiver. The National Assn. of 
Radio & Television Broadcasters 
and the Joint Committee on Toll- 
TV, which represents theater 
owners, had filed petitions asking 
full hearings by the commission 
before approval of any service. 
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FANCY FOOTWORK—Business Week 
scored something of a beat last 
week when it came out with a 
cover story on the Bulganin-Mal- 


enkov affair. The story broke 
Tuesday morning, and BW had to 
do it all—including a replated 
cover—in time to hit the mails 


Wolfson Makes 


First Formal 
Bid for Proxies 


Cuicaco, Feb. 8—Louis E. Wolf- 
son opened his first formal round 
in the battle with Sewell Avery 
for control of Montgomery Ward 
& Co. with a letter to 68,000 stock- 
holders requesting their proxy 
votes. 

The Wolfson letter to stockhold- 
ers had been held up for two 
weeks pending modifications and 
the approval of the Securities & 
Exchange Commission. SEC clear- 
ance is necessary in any contest 
for control of a company if a 
proxy dispute is’ involved, a 
spokesman for Mr. Wolfson ex- 
plained. 

Mr. Avery started the official 
proxy battle on Jan. 17 with an 
ad in newspapers in 19 cities 
throughout the country. On Jan. 
27, Mr. Avery made public SEC 
approval of his letter soliciting 
proxies. 


@ The opening rounds of the bat- 
tle indicate that it will shape up 
very much like the recent New 
York Central Railroad-Robert R. 
Young fight. 

Mr. Wolfson will make a whis- 
tle-stop tour across the country 
and, according to the spokesman 
for the Wolfson-Montgomery Ward 
stockholders committee, advertis- 
ing will be used “at the right time.” 
“We have done much thinking 
about advertising,” he said. “We 
know that it was used very effec- 
tively in other similar campaigns, 
such as the NYC-Young fight, and 
we will certainly use it at the 
right time.” 

Selvage, Lee & Chase, New York 
public relations organization, and 
the SL&C-owned agency, French 
& Preston, Chicago, have been 
retained by the Avery group. 

Mr. Wolfson has not named an 
agency yet, but has been using Al- 
lied Public Relations Associates 
since last fall. 


TV Commercials Have 
Gals Galore on the Job 


Women did 56% of the live 
commercial jobs handled in the 
last six months of 1954 by Henry 
C. Brown Agency, New York, tv 
|artists’ representative. In filmed 
commercials, women did 51% of 
the jobs. 

Brown’s figures contradict an 
agency’s recent findings that tv 
|saleswomen will be used less fre- 
|quently because they create re- 
sentment in women viewers. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $14.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


MARKET RESEARCH DIRECTOR 
Expanding grocery manufacturer desires 
Market Research man to head newly cre- 
ated department. Experience in all phases 
of market research and analysis necessary. 
Excellent opportunity for man under 40. 
Write - outlining experience, education, 
age, and salary expectancy in care of 
Tidy House Products Company, Attention 
Personnel Department, Shenandoah, Iowa. 
All replies confidential. 

Copy Chief. Must be a good writer and a 
supervisor. Our client is a medium sized 
midwest agency located outside Chicago. 


$12,000-$18,000 
Art Director. Agency. Midwest - Not 
Chicago. $12,000-$18,000 


Art Manager. Will sacrifice outstanding 
artistic talent for aggressive sales per- 
sonality. Will supervise department and 
purchase art locally and out of town. 
$7500-$8500 


Write 
KAY WILLIAMS PERSONNEL 
818 Olive Street St. Louis 1, Mo. 


ASST. SALES PROMOTION MGR. 
25 - 28. Relocate to pleasant southern 
Michigan city. Some creative experience. 
Know detail. Attractive starting salary. 
Advance to advertising manager of di- 
vision. Box 7311, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Copywriter 


Print, Radio-TV $20,000.00 
Sales Promotion Mgr. 
Collateral P.O.P. contests, etc. $12,000.00 
Copywriter 
Food exp. West Coast $12,000.00 
Copy Chief 
Sml. agency midwest $15,000.00 


Many other positions available at all 


levels. 
FRED J. MASTERSON 
185 N. Wabash Fr 2-0115 Chicago 


ARTIST-PRODUCTION MANAGER. .Re- 
quire young man with working knowl- 
edge of type, offset and letterpress print- 
ing. Must be able to do layouts and fin- 
ished art for all types of university pub- 
lications and deal directly with printers 
and engravers. Agricultural background 
helpful but not necessary. Good retire- 
ment and insurance benefits. Starting 
salary $5000. Write giving age, education, 
experience, references and send samples 
of work to W. B. Ward, Roberts Hall, 
Cornell University, Ithaca, New York. 


ADVERTISING PLACEMENTS 
BOB CRAIG 
EMPLOYERS SERVICE BUREAU 
6 N. Michigan Chicago, Ill. FI-6-1155 


HOUSE ORGAN EDITOR 

Large nationally operating insurance 
company (3700 employes) needs house 
organ editor. Responsible for publishing 
and editing company publications for 
employes and their families. College de- 
gree in journalism preferred. Experience 
in editing and make-up of company pub- 
lications necessary. Age 25-35, male. Ex- 
cellent employe benefits. Salary open. 
Write to Employment Manager, Hardware 
Mutuals, Stevens Point, Wisconsin, giving 
full details. 


POSITIONS WANTED 


ADV. PRODUCT OR MDSING MGR. 
Presently Adv. Product Mgr. for large 
packer. Seven yrs. previous with large 
national food processor selling to grocery 
trade and in Adv. Dept. Strong merchan- 
dising premium and deal experience. 
Know all phases of adv. production. B. A. 
degree, 34, married, prefer Chicago area. 

Box 7317, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ml. 


Advertising Age, February 14, 1955 


CLEVELAND CALLING! 


BUYER BENEFIT — Sound advertising- 
a help. 

ASONS Why — Eight years experi- 
ence, industrial and consumer, from copy 
to budget, all phases of merchandising, 
large and small companies, as advertiser 
and supplier. 

AVAILABLE IN CLEVELAND ONLY. 
Box 26 ADVERTISING AGE 


x 261 
200 E. Illinois St. Chicago 11, Il. 


PUBLIC RELATIONS 


Young Naval Officer, 30, married, college 
graduate, adv. major, 5 years Navy PR 
experience, interested in a position util- 
izing ability, ideas, and initiative. 
Box 7314, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


What can I do for you? Young lady 10 
yrs. experience. Complete agency proce- 
dure & graphic arts production know- 
how. Agency or related field. Let’s talk 
it over. Leave word for resume or phone 
call at Ad Age, DE-7-1336. 
Box 7310, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, III. 


BARNARD’S ALERT EMP. SYSTEM 
NATIONWIDE 
BE SURE AT BARNARD’S 
Adv. Art Publ’g. Research 
WA 2-2306 202 S. State Chicago 


COPYWRITER 
for magazine circulation department 
“U. S. News & World Report” is looking 
for a creative young man experienced in 
mail order. Right now he may be selling 
merchandise by mail or promoting cir- 
culation for some business per. With 
us, he will work with the key circula- 
tion people preparing letters, flyers, mail 
order and display advertising. Or he may 
share these duties with others and in 
turn help out on other parts of the circu- 
altion program. His own interests and 
abilities will determine where he finally 
fits in. Moving expenses will be paid. 
We'd appreciate application by letter 
with some samples of his past work so 
that several may review them. Write to— 
U. S. NEWS & WORLD REPORT 

Circulation Promotion Manager, 

24th & N Streets, N. W., 

Washington 7, D. C. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 


TIRED OF THE SUBWAY? 

In the fresh air and freedom of the 
Southwest there’s a job awaiting a well- 
trained news-weekly rewrite man who's 
tired of the smoke, slush, and rush of the 
big city. A top-quality, long-established 
publishing house wants a competent writ- 
er experienced in final rewrite work on 
a business paper with high editorial 
standards. Age not important. 

Box 7292, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 3, ILL. 


. 


money now. 


ing business with him. 


200 E. Illinois St. 


To a Top Flight 


CREATIVE DIRECTOR 


Who is wise enough to prefer an 
important equity in a growing 
agency to “another raise.” 


The man or woman we are looking for is not 
a “comer.” He or she, although not over forty, 
has already arrived—and is making important 


He is primarily an outstanding writer with a 
fresh visual sense. He works well with people. 
He is not necessarily “chafing at the bit.” But 
he has enough business sense to know that— 
under modern tax laws—he has more oppor- 
tunity for future financial growth as a high- 
salaried part owner of a profitable agency than 
just a high-salaried employee. 


We are not especially interested in his bring- 


young Chicago agency with a diversified list of 
growth accounts and are sufficiently interested 
in these accounts to extend this unusual offer 
to an unusual advertising man. 


Our organization knows of this advertisement 
and is pulling for the right man. Write fully, 
immediately, and in confidence. 


Box 268 ADVERTISING AGE 


We are an established 


Chicago 11, Il. 


200 E. Illinois St., Chicago 11, Ill. 


CATALOG SPECIALIST; ALL PHASES. 
Varied copy background. Make facts sell. 
Box 7319, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Creative, Promotionally-minded 
ADVERTISING MANAGER 


Experienced in creating, writing, produc- 
ing all newspaper, direct mail, radio and 
TV _ advertising for leading Chicago store 
and branches. Salary to match top flight 
creative and executive ability. 

Box 7313, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


COPY-CONTACT - (28) - Varied back- 
ground in industrial adv. - Sales Prom. 
(Adv. Mgr. - Electronics & misc. hard- 
lines) plus gen’l. agency experience. 

king for right spot to roost - either 
mfr. or agency. Box 7312, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Il. 


REPRESENTATIVES WANTED 


Two publishers rep. organizations, with 
Sales staffs, wanted by publisher of two 
mags. in plumbing and heating field, for 
Ohio and for Michigan territories. Irref- 
utable proof that we have the “best buy” 
in the industry. Write directly to AR- 
NOLD 0O. SCHWARTZ, 1170 Broadway, 
New York 1, N. Y. 


Photographic Kepresentative - Photo- 
grapher doing superlative advertising il- 
lustrations has a spot for a cultivated 
representative with knowledge of, and 
contact with, advertising agencies. 

Box 7320, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 


A REAL HUSTLER - Space salesman 
with experience in Institutional, Medical, 
Truck and Aviation fields desires to rep- 
resent three or four Trade publications 
as Publisher’s Representative covering 
entire Midwest out of Chicago office. Re- 
sume and references of above-average 
results sent upon request. 

Box 7315, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


BUSINESS OPPORTUNITIES 
PUBLICATION WANTED 


Interested in buying a magazine or pub- 
lishing company that is now publishing 
1 or 2 monthly magazines. Please send 
details to Box 7318, ADVERTISING AGE. 


MISCELLANEOUS 


Motivation talk spoken. Know TV. Have 
thin tie. Will Travel. 

Box 7316, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


YOUR CLASSIFIED | 
ADVERTISEMENT HERE © 
WILL GET RESULTS ~~ 


in 


ADVERTISING PERSONNEL 


Employer—Employee 
Investigate 
our active confidential service. 
Betty Clem ; 
DRAKE PERSONNEL, INC. 
Suite 1009 
7. W. Madison * Financial 6-2100 © Chicago 2, Ill. 


WHERE IS IT? 


Where is the opening for a man with 19 
years in Sales, Sales Training, Merchan- 
dising, Sales Gonsulting, Radio, and Agen- 
cy TV. Heavy experience in all phases of 
Industrial, Public Relations, Training and 
TV films. Long experience in dealing with 
top drawer executives. High Aptitude 
scores in Advertising and Sales. 
Box 267 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


YOUR BIGGEST STEP FORWARD 
Reputable Ad Agencies all over the coun- 
try are learning that ‘‘a Cadillac Recom- 
mendation’”’ is all the assurance they need 
when adding to their staffs. If you are an 
experienced ad man looking for room to 
expand, it will pay you to learn about my 
high-level, confidential service. 
George E. Pylkas 

Executive Advertising Cons!tant 
CADILLAC EMPLOYMENT AGENCY, INC. 

220 S. State, Chicago 4, WA 2-4800 


TOP FLIGHT FARM ACC'T EXECUTIVE 
OR DIRECTOR OF SALES, ADVERTISING 
Since this man has handled our acc’t, 
readership on our ads has received 
top ratings. Consumer preference 
for our line has jumped from 11th to 
1st place. Sales have doubled. Other 
acc’ts he handles have enjoyed equal 
success. Needs larger organization 
behind him to carry out ideas. Age: 
42. Married with 2 children. Salary 
10,000 to $15,000. We’ll ¥ along if 

e locates in midwest. Write :— 
Box 265, ADVERTISING AGE 
200 E. Illinois Sf. Chicago 11, Ill. 


CHICAGO AREA 
Do you need either public relations 
counsel 
or 
an editor for a company organ or 
small trade publication? 
CAN DO 


experienced job on one or both 
on an account basis. 
Box 260 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


INDUSTRIAL ADVERTISING & 
SALES PROMOTION MANAGER 


14 years experience in all phases 
of sales coordination; excellent 
business and agency background; 
seasoned self-starter; creates com- 
plete programs, including market 
research, budgets, copy, layout, 
sales literature, house organs, di- 
rect mail and publicity; handles 
trade shows and liaison with sales 
organization. Can demonstrate re- 
sults. Box 256, Advertising Age 
200 E. Illinois St., Chicago 11, II. 


~~ 


Ave., New York 7, N. Y. 


wanted 


sales promotion manager 


For growing national media organization in New York. We're looking for a bright 
young man in his early 30's who is looking for his big chance for success. Editorial 
and/or advertising background essential. Must have ability to prepare newsletter, 
booklets, direct mail promotion and assist in direction of advertising program. Send, 
full details of experience in confidence. Box 257, ADVERTISING AGE, 480 Lexington 


You need to be good to be where 
you are, and, with that, we can 
offer you a sound and exciting 


Wanted: Young man with 
thorough knowledge of feed 
advertising . . . copy, pro- 
duction, etc. 


Box 259 ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


INDUSTRIAL MAGAZINE 


REPRESENTATIVES 


We need industrial magazine publication 
representatives headquartered in the fol- 
lowing cities: New York, Boston, Cleve- 
land, Chicago, Dallas; and able to add a 
fast-growing aviation magazine to their 
list. Submit names of magazines you now 
represent. Box 262, Fe a AGE, 
480 Lexington Ave., New York 17, N. Y. 


“Our 44th Year” 
“NAME” COPYWRITER $20,000 


Top experience in consumer print 
copy. Both desire and ability to write 
sales-mindedly necessary. 


GLADER CORPORATION 


“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


E OUG SMITH 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


DIRECTOR OF MEDIA SALES 

To direct, train, and inspire, force 
of advertising salesmen located in 
a number of metropolitan markets. 

The man selected may be either 
side of forty with good knowledge of 
media, markets and merchandising. 
He will have responsibility for trade 
— advertising, promotion, and 
sales presentations. 

He will recognize the advantage of 
constructive rather than competitive 
selling and be thoroughly sold on 
and versed in the use of factual ma- 
terial. He will have the capacity to 
present his medium from a stand- 
point of study and understanding 
o the advertiser’s plans and prob- 
ems. 

This opportunity will be a real 
challenge to a man who now has the 
respect and confidence of associates 
and customers and the personality 
that will enable him to develop con- 
tacts with important agencies and 
advertisers. 

Compensation is attractive and is 
certain to increase as performance 
justifies. 

If interested, send a convincing 
outline of your qualifications. All re- 
plies confidential. 

Box 264 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


SEASONED EXECUTIVE 
Desires Change 

1. Partner and chief TV-Radio 
producer nationally known 
program paekage house with 
heavy commitments and di- 
rect operating responsibility 
in live and film program pro- 
duction, filmed commercials, 
and sales training programs. 
Company also important in 
talent management. 

2. Education varied and intense. 


IS THIS | opportunity. Ours is a top New Midwestern and west coast 
= England agency, with exceptional universities and college. 
THE KIND OF ~~ People, that is growing rapidly Graduate degree. Extensive 
= _ in gross and reputation. We ne advertising background. 
‘  apvertisinc = 2™ature, personable, thoroughly Broad show business experi- 
S experienced man, on plans board ence. Familiar with Electron- 
= level, to account exec specified ics. 
EXECUTIVE JOB = acéounts and to consult on all 3. Married, 2 children, age 33. 
= others. We work as a closely knit Free to relocate. ; 
THAT WOULD =| team... we give our people the 4. Seek opportunity for full 
= freedom to exert their creative and contribution to solution top 
MAKE YOU = merchandising ability plus an level creative and adminis- 
= opportunity to share in the trative problems as well as 
w _ agency’s future. All phases of participation in formation 
ANT consumer, —— mar a general TV policy. 
promotion. etter now, please, 5. Sal i i he 
TO CHANGE? with full details and an’ interview 7 lan spt Mae 
= later. Full Résumé on Request 
Box 258, ADVERTISING AGE Please Address Replies to: 
480 Lexington Ave., New York 17, N.Y. Box 266 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
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ADVERTISING LACKEY?—Relationship of client to agency in the fictional 
case of Messrs. Pulse and Goe presents unflattering picture as Mr. 
Goe, the client, reveals his contempt for the agency man. 


‘Orphan Annie’ Is 
Hard to Handle, 
L. A. Admen Find 


(Continued from Page 2) 
there are such individuals, but 
they do not make up the great bulk 
of honest business men who are 
striving constantly to improve the 
understanding of advertising. 

“SCAAA is requesting that you 
personally write a letter to the 
Los Angeles Times editorial de- 
partment, stating your feelings re- 
garding such detrimental publi- 
city for the agency profession... 

“The impact of millions of people 
reading this strip can influence 
government officials, the voting 
public and many business men 
who, through lack of understand- 
ing, look on advertising as a nec- 
essary evil. It is urgent that we 
make our position clear on this 
subject at the earliest date.” 


= Asa result of the memo, at least 
20 members of SCAAA wrote to 
the Times. The Times clucked 
sympathetically, acknowledged the 
letters and suggested the admen 
write directly to the News Syndi- 
cate, which distributes the strip. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 

By appointment only 


59 E. MADISON + SUITE 1408 
CEntral 6-5670 


Fane 


Placement 
Counselors 


WEST COAST 
PUBLISHERS’ REP. 


Active coastwide organiza- 
tion seeks 1 or 2 additional 
magazines. Owner will be in 
Chicago and New York mid 
March for interviews. 
WILLIAM A. AYRES CO. 
233 Sansome St., San Francisco 
YUkon 6-2981 


“HOTTEST” 
SPECIALTY SALESMAN 
IN THE UNITED STATES 


$40,000 TO $75,000 
EARNINGS THIS YEAR! 


Outstanding personal sales record for 1954 
required. Extensive travel on interesting 
happy job. Only complete personal and 
business résumés considered. 


Box 263 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


‘nie has come to our house to stay. 


Nick Williams, assistant manag- 
ing editor of the Times, said the 
paper’s viewpoint was that the 
“Orphan Annie” characterization 
is of “one man” and doesn’t re- 
flect on the advertising business 
as a whole. Letters are received 
daily about comic strips, both for 
and against, he said, and therefore 
the letters from advertising people 
were not considered unusual. 

No action, he said, is contem- 
plated by the Times. 

Some action was taken by the 
Times, however. It forwarded the 
Los Angeles letters to the News 
Syndicate. The syndicate, in turn, 
passed the letters along to Har- 
old Gray, creator of the indomita- 
ble Annie. 

The syndicate indicated a feel- 
ing that the agency men were 
bothered over a piece of fiction— 
something that’s not serious. 


= Mr. Gray, veteran of many a 
battle over the doings of Annie 
and her friends, also received from 
the American Assn. of Advertising 
Agencies a protest which the Four 
A’s describes as “reasonable and 
not belligerent.” 

The Four A’s letter pointed 
out that the public has little direct 
contact with ad agencies and so 
cannot evaluate them easily. The 
strip, the message declared, tended 
to make people suspicious and mis- 
trustful of advertising created by 
agencies, thus undermining con- 
fidence in advertising and selling. 

Meanwhile SCAAA’s_ Robert 
Miller reiterated to ADVERTISING 
AGE his belief that the protest is 
not just “jousting with windmills.” 
He pointed out that a comic strip 
with circulation in the millions has 
great impact on the formation of 
opinions, especially those of young 
people. 


® In addition to bringing up a 
generation in the belief that ad- 
vertising is a shady business, this 
impact might attract the wrong 
type of young people into adver- 
tising, he said. 

Protests, however, have never 
been notably effective in deterring 
Mr. Gray from depicting what he 
chose—a professor as a crackpot, 
a policeman as a crook or a poli- 
tician as a creature of evil. (Henry 
Ford once telegraphed him “Please 
find Sandy”; he did, but he had 
been going to all along.) And 
there was still widespread feeling 
this week that, protest or no, An- 


You he What Is Mamponiny At A Glance 


GRAPHIC SYSTEMS, 55 West 42nd St., New York 36 


te BOARDMASTER Visual Control 
Saves You Time, Money. 


% Gives Graphic Picture of Your 
Operations at a Glance. 


% Simple to Operate, Type or 
write on Cards, Snap in Grooves. 


% Ideal for Production, Traffic, 
Sales, Inventory, Scheduling, Etc. 


%& Made of Metal. Compact and 
Attractive. Over 50,000 in Use. 


Full price *49” with cards 
FREE 24-page Illustrated 


BOOKLET No. V-300 
Write Today for Your Copy \ 


Without Obligation 


'Kaiser-Willys Establishes 


Argentine Motor Company 
Officials of Kdiser-Willys di-| 
vision of Willys Motors Inc. (a) 
subsidiary of Kaiser Motors Corp.) | 
have signed final contracts. and 


‘government decrees with Juan D. 
‘Peron, president of Argentina, to 


establish a motor vehicle industry 
in Argentina which will manufac- 
ture Jeeps, passenger cars, station 
wagons and trucks. 

A plant, with capacity of 20,000 
vehicles a year, will be con- 
structed at Cordoba, and total in- 
vestment of the company in cash 
and machinery will be approxi- 
mately $40,000,000. 


Mystik Tape in Radio Drive 


A 20-week radio campaign in| 
35 major markets will begin Feb. | 


14 for Mystik Tape, a product of 
Mystik Adhesive Products, Chica- 
go. The company, which has used 
tv for the past five years, has 
turned to a heavy radio drive for 
the first time as primary medium 
in 1955. Commercials will feature 
Mystik’s new jingle, “Do It Your- 
self—Save Money—with Mystik 
Tape.” George H. Hartman Co., 
Chicago, handles Mystik Products. 


Agency Adds Reid to Name 
Robert B. Reid, account execu- 
tive with Mercready, Handy & Van 
‘Denburgh, Newark, has been 
named v.p., and the agency’s name 
has been changed to Mercready, 
Reid, Handy & Van Denburgh. 


Jones Joins Texas Employers 
Bob Jones has beeg named as- 
sistant advertising manager of 
Texas Employers Casualty Co., 
Dallas. He formerly was assistant 
to.the v.p. in charge of advertis- 
ing and public relations of the 
First National Bank in Dallas. 


75 


NEW ideo 


A specialized service to create selling 
tools for building, construction, 
home repair, remodeling (and 
do-it-yourself) field Markets 

are big, complex, puzzling 


We devote all our time to 
solving the puzzles We 
know our business 


Konon yours too, if you 


Englen make 
Noone — Advertising products 


building 


S 


176 W. Adams St. « Chicago 3 


anit 


1323 So. Wabash 
Chicago 5, IHlinois 


Now .. get movement on your TV slides 
for almost the same cost as still slides. 


it's a new trend inspired by Filmack - 
pioneered - stop-motion techniques. 


Contact Filmack for all your TV film problems! 


FILMACK STUDIOS 


Plus small cost 
of reproducing 
your art. 


SEND FOR 

SAMPLE REEL 
630 Ninth Ave 
New York, N.Y. 


c= 


G. C. WALLINGTON 


Account Executive & Secretary 


Charles L. Rumrill & Co., Inc. 


ROCHESTER, NEW YORK 


7 


Are you getting Today’s News of your Business TODAY? You are not, most likely, 
if you are an office skimmer of Advertising Age. It was this problem that prompted 
Mr. Wallington to order AA sent to his home. Says he: 


“All of us in this business live in a world where Christmas comes in July, autumn leaves 
turn and fall in April, and bathing suits blossom in December. 


“I suppose that this constant living in the future tends to make us impatient of 
anything that smacks of staleness. Most of us want today’s news of our business today, 
not weeks or months hence. 


“Ad Age brings me news while it’s fresh, every Monday. This gives me a chance to 
read it, digest it, and evaluate it at my leisure. I have found that a quick office skim 
through just isn’t enough.” 


Why not try out Mr. Wallington’s way of digesting Advertising Age at your leisure? Once 
you do, you'll make home study a lifetime habit. A year’s subscription—52 issues—costs 
you a modest $3, less than 6¢ a copy! With it you get, FREE, a valuable handbook, 
“These Ads I Like,” a compilation of advertising campaigns reviewed for Advertising Age 
by Fairfax Cone, President of Foote, Cone & Belding. 


Advertising Age, Dept. F14, ‘ 
200 E. Illinois St., Chicago 11, Illinois 1 
Please enter my 1 year subscription to Advertising Age at the regular $3 | 
rate and send me free a copy of “These Ads I Like” by Fairfax Cone. | 
Name | 
Firm : 
(1) Home oy 
C Office Address : 
City. Z State 4 
C $3 enclosed CO Bill me later O Bill Fim & 
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